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These are the pertinent dimensions of the young lady 
from Natchez when she became the new Miss America 
on the night of September 12. 


Because it happens at a time when a new television season 
is just beginning, this annual contest has come to be a 
measure of television itself. 


_ The 62 million viewers who witnessed the coronation 

_ of Miss America (and the introduction of the new 

products of the Philco Corporation) constituted the largest 
_ audience in the history of the ceremonies. 


| At the time of the broadcast three out of every four 
; television homes in the country had their sets turned on 
| -and two out of the three were watching Miss America. 


"In the past year the number of television homes increased 
again—by 2%. And the audience to this CBS Television 
_ Network broadcast was greater by 7%. 


These measurements of the first special broadcast of the new 
' Season reflect not only television’s constantly increasing 
| dimensions, but the ability of the CBS Television Network 


_ to continue to attract the largest audiences in television. 
"It is the first clear sign that the nation’s viewers and 
“advertisers will be getting more out of television this year 


than ever before. 














10-SECOND SPOTS - 
PRACTICAL AND PROFITABLE WITH AN AMPEX 


Spot commercials pay off. And even 10-second spots become practical with an Ampex Videotape* 
Television Recorder. Here’s how these Ampex exclusive features make it possible... 


e TAPE TIMER Locates the 10-second spot on a reel... measures in hours, minutes and seconds 
... lets you set up 2, 3, 5 or 7 second cue-in for programming the 10-second spot. 

e 2-SECOND START Recorder is in full, stable speed fast... permits even a 2-second cue with 
a safety margin. 

e WAIST HIGH TAPE DECK Permits loading of next commercial in seconds... reels lie secure- 
ly without locks. Table top provides extra work space. 


e AUTOMATIC BRAKE RELEASE Makes reels free wheeling...tape pulls easily for fast 
threading — without tape stretch or crease. 


Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated 
brochure describing the new Ampex VR-1000B. Whatever you want to know about the advan- 
tages and profits in TV tape, get the facts from Ampex. AMPEX HAS THE EXPERIENCE. 
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WIDE OPEN CIRCUIT! 


The latest Nielsen Coverage Survey 

for Washington shows a phenomenally 
increased WRC-TV market . .. 87.8% penetration 
(900,100 TV homes) in its total coverage area. 
For the advertiser who needs 

thorough penetration of the vast 

Greater Washington distribution area, 
WRC-TV not only delivers all of 

metropolitan Washington, but 50 additional 
counties in the neighboring states of 

Virginia, Maryland, Delaware, 

Pennsylvania and West Virginia! 


Throughout this area, WRC-TV provides 

broader coverage and larger weekly 

unduplicated circulation than any other 
Washington station. And, with impact 

to match, for in the 5-county metropolitan 

area which ARB measures, WRC-TV has delivered 
Washington’s largest share-of-audience 

for ten consecutive months! 


With WRC-TV’s new, simplified 

Rate Card Number 15, it’s easier than ever 

for you to put these facts to profitable use. 

For your next campaign, put your message 

on Washington’s biggest and best customer circuit. 


” a Channel 4 in Washington, D. C. 
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NBC Owned Sold by NBC Spot Sales’ 











JACK DENNINGER, Vice President and 
Eastern Sales Manager, has charge of 
agency-contact in Blair-TV’s New York 
office — one of ten offices providing fast, 
efficient service to Advertising. 


A NATIONWIDE ORGANIZATION 


New York City is headquarters for 
more than half the agencies billing 
$25,000,000 or more annually. Each 
business day sees these New York 
agencies reach decisions involving 
more than a million dollars in Spot 
Television . . . decisions that demand 
a basis of factual data with down-to- 
the-moment accuracy. 

When the decisions concern any or 
all among 25 of America’s great tele- 
vision stations, these inquiries con- 
verge on a single focus — the New 
York office of Blair-TV. Few organi- 
zations in the entire field of advertis- 
ing have an equally effective system 
for transmitting television data. 

Blair-TV operates on this basic 
principle: that alert, informed repre- 





sentation is a service vital not only to 
stations but also to all Advertising 
and to the businesses dependent on 
it for volume and profit. From the 
first, our list has been made up of 
stations and markets we felt in posi- 
tion to serve most effectively. Today 
these stations are located in 25 of 
America’s greatest markets. Together 
they cover 56 percent of its popula- 
tion, virtually 60 percent of its effec- 
tive buying power. 

In its area, each of these stations 
stands as a powerhouse of selling 
force. To help advertisers and their 
agencies make most profitable use of 
that force, is the primary objective 
toward which the work of our entire 
organization is constantly directed. 


BLAIR-IV 
wieE RE Ey > AT THE SERVICE OF ADVERTISING 


WABC-TV —New York WBKB—Chicago KFRE-TV—Fresno Wwow-Tv— KGO-TV—San Francisco 
W-TEN— WCPO-TV—Cincinnati WNHC-TV— Omaha-Council Bluffs KING-TV— 
Albany-Schenectady-Troy WEWS — Cleveland Hartford-New Haven WFIL-TV—Philadelphia Seattle-Tacoma 
WFBG-TV —Altoona WBNS-TV—Columbus KTTV—Los Angeles WIIC—Pittsburgh KTVi—St. Louis 
WNBF-TV—Binghamton KFJZ-TV —Dallas-Ft. Worth WMCT—Memphis KGW-TV— Portland WFLA-TV— 
WHDH-TV—Boston WXYZ-TV —Detroit WDSU-TV—New Orleans WPRO-TV —Providence Tampa-St. Petersburg 
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GNP AND TELEVISION 


BILLINGS RISE TOGETHER 


The Gross National Product forecast for 
1959, which only a month ago (“Focus on 
Business,” September, 1959) stood at 
$483,500,000,000, now stands revised at 
$484,500,000,000. And although con- 
sumer expenditures experienced the nor- 
mal summer slump—down $300,000,000 
to $311,200,000,000—broadcast billings 
are at an all-time high. Advertisers are 
gearing for what is expected to be an 
unprecedented selling season. 

With greater acceptance of the partici- 
pating program sponsorship pattern, 
more advertisers are moving into televi- 
sion. At the same time, there exists a 
greater demand for audience informa- 
tion: who watches, when—and how? 

Television Bureau of Advertising, in 
attempting to answer this universal ques- 
tion, this month will publish detailed 
statistics which, it says, will enable a TV 
advertiser to pinpoint his audience by 
quarter-hour segments. This quarter-hour 
breakdown was used, says TvB, because 
the network buying is more and more on 
the basis of multi-sponsorship. 

Eighteen months in preparation, the 
latest TvB audience breakdown of na- 
tional audience composition is based on 
A. C, Nielsen and U.S. Census Bureau 
data. Nielsen’s figures are for March 
1958, those of the Census Bureau “as re- 
cent as possible.” 

While not startling in itself, the TvB 
study contains some food for thought. 
Item: daytime television is not the ex- 
clusive domain of children. Out of 36 
half-hours between 6 a.m. and 12 mid- 
night, 29 have more adult viewers than 
non-adult. 

Out of a total U.S. population of 176,- 
000,000 (51,500,000 homes), total U.S. 
viewership (aged four and up) comes to 
155,390,000 (44,500,000 homes). 

Breakdown of this audience: 53,457,- 
000 men (34.4%), 56,215,000 women 
(36.2%), 18,316,000 teenagers (11.8%) 
and 27,402,000 children—aged four to 
eleven—(17.6%) . 

Over 128,000,000 Americans, or 82.7% 
watch television during the average day, 
says TvB, and 50% of this audience will 
have done some viewing by 6 p.m. 
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Jit BUSINESS 


JUNE 1959: 


$3.90 


This graph traces the trend in c-p-m per com- 


mercial 


minute of a representative network 


half-hour. Based on all sponsored shows tele- 
cast 9:30-10 p.m., N.Y.T., during the ARB rat- 
ing week, it provides a continuing yardstick of 
the performance of nighttime TV. This index is 
obtained by dividing the total costs of the 


programs by the 


total 


number of homes 


reached by these shows, then dividing this by 
the number of commercial minutes. 


Sources: ARB, LNA-BAR 
TELEVISION MAGAZINE 


TV VIEWING WEEKDAY-NIGHTTIME SETS-IN-USE FOR JULY 


FOR SPOT BUYERS: % Sets-in-use by Local Time 


|FOR NETWORK BUYERS: 





%, Sets-in-use by EST 


























Hour Eastern Time Zone Central Time Zone Pacific Time Zone Total U.S. 
5 PM 19.9 22.5 15.4 20.2 
6 PM 20.8 31.2 28.0 25.0 
7 PM 26.6 40.2 37.4 32.4 
8 PM 40.8 47.0 45.3 43.5 
9 PM S135 52.4 51.8 51.6 
10 PM 50.5 43.5 43.4 47.2 
11 PM 33.1 27.5 15.6 27.0 
MIDNIGHT 15.0 6.1 7.0 10.9 
Source: ARB, July 1959 
TY NETWORK BILLINGS 
millions 1957 ces «61958 soscccscces 1959 scmmnneamene 
65 
July 195? July 1958 
60 
Ge sess. $ 8,391,470..... $ 7,083,555 
"55 are eR: ) 18,332,925 
ae 17,863,113..... 15,702,029 
50 
Total ....$48,135,798..... $41,118,509 
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OCT. 8 


Revion’s $164,000 Question: its first all- 
star special with Rock Hudson, Tallulah 
Bankhead, Mort Sahl, Sammy Davis Jr., 
Esther Williams (CBS-TV, 9:30-11 p.m.) 


OCT. 9 


Bell Telephone rings in on NBC-TV 
with its second season of musical ex- 
travaganzas; this one with Alfred Drake, 
Sally Ann Howes, Zino Francescatti, Red 
Nichols and Ballet Russe de Monte 
Carlo (NBC-TV, 8:30-9:30 p.m.) 
Anything can happen—and will—as the 
“Red Skelton Chevy Special” plays host 
to Burl Ives, Lionel Hampton, Rhonda 
Fleming (CBS-TV, 9-10 p.m.) 


OcT. 11 


Behind the camouflage at the Nazi V-2 
base at Peénemunde on “Guided Mis- 
sile,” repeat on The Twentieth Century 
(CBS-TV, 6:30-7 p.m.) 

The irrepressible Milton Berle and 
friends: Danny Thomas, Lana Turner 
and Peter Lawford (NBC-TV, 8-9 p.m.) 
Mr. Benny’s alternate running-mate, 
George Gobel, premieres his new show 
(CBS-TV, 10-10:30 p.m.) 


OCcT. 14 


David Susskind’s TV version of Sir Carol 
Reed’s film, “The Fallen Idol” on Du- 
Pont Show of the Month; Jack Hawkins 
does the falling (CBS-TV, 8:30-10 p.m.) 


OcT. 15 


From two-shot special to a regular weekly 
documentary: the further exciting, true 
life adventures of T-man Elliot Ness 
(Robert Stack) on The Untouchables 
(ABC-TV, 9:30-10:30 p.m.) 


OCT. 16 


The true ghost of Elsinore is unmasked; 
he’s Victor Borge and TV covers his 
Danish pastry party outside of Copen- 
hagen (NBC-TV, 10-11 p.m.) 


OCT. 17 


A sporting day on NBC: from East Lan- 
ing, Michigan State vs. Notre Dame. And 
on the courts, the NBA opener between 
the Boston Celtics and Cincinnati Royals. 
(Time TBA) 

John Gunther takes the High Road 
into U.S. Air Force stratospheric testing 
chambers in a report on the training of 
America’s astronauts (ABC-TV, 8-8:30 

m. 

Phil Silvers sheds khaki, once again to 
play the Top Banana: Nat Hiken’s “The 
Ballad of Louis the Louse,” also with 
Thelma Ritter and Eddie Albert (CBS- 
TV, 9-10 p.m.) 


OcT. 18 


Sunset at Monticello: Ralph Bellamy 
plays Thomas Jefferson in “Divided We 
Stand,” the first of six, Equitable Life— 
sponsored, American Heritage Magazine 
—produced, historical dramas based on 
the works of Bruce Catton and Allan 
Nevins (NBC-TV, 8-9 p.m.) 
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OCT. 20 


Her first dramatic appearance on TV: 
Ingrid Bergman in Henry James’ classic 
tale of terror, “The Turn of the Screw.” 
The James Costigan adaptation, directed 
by John (Playhouse 90) Frankenheimer, 
is the second in Hubbell Robinson’s 
Ford Startime series (NBC-TV, 9:30- 
1] p.m.) 


OCT. 21 


Those insolent chariots get a fast send- 
off by that ace satirist, Sid Caesar in a 
special U.S. Steel special, “Holiday on 
Wheels,” also with Tony Randall, 
Audrey Meadows and Gisele MacKenzie 
(CBS-TV, 10-11 p.m.) 


OCT. 23 


A most-unusual Western musical via 
AT&T’s Bell Telephone Hour: Burl Ives, 
Dolores Gray, Art Lund, Patrice Munsel, 
Janis Paige (NBC-TV, 8:30-9:30 p.m.) 


OCT. 24 


Mr. Gunther returns to Inside Africa as 
the High Road leads into the deBeers 
diamond mines and a talk with the 
fabulous Harry Oppenheimer (ABC- 
TV, 8-8:30 p.m.) 


OCT. 25 


The Early Early Show comes to TV: “The 
Movies Learn to Talk’—Garbo’s first 
words, John Gilbert’s last—on The 
Twentieth Century (CBS-TV, 6:30-7p.m.) 


OCT. 26 


Maxwell Anderson’s classic 1935 protest 
against the execution of Sacco & Van- 
zetti: “Winterset” with Don Murray, 
Piper Laurie (NBC-TV, 9:30-11 p.m.) 


OCT. 27 


Westclox’s Special Tonight does “The 
Bells of St. Mary’s” with Robert Preston, 
Claudette Colbert (CBS-TV, 8:30-10 p.m.) 
The much-awaited reunion of Murrow 
& Friendly on CBS Reports: “The Birth 
of a Missile” (CBS-TV, 10-11 p.m.) 


OcT. 30 


A superb cast does a superb story about 
Paul Gauguin: W. Somerset Maugham’s 
“The Moon and Sixpence” with Sir 
Laurence Olivier, Geraldine Fitzgerald, 
Jessica Tandy, Hume Cronyn and 
Judith Anderson (NBC-TV, 8-9 p.m.) 


NOV. 1 


A scientific examination of mother love 
from the labs of the University of Wis- 
consin on a new season of Conquest 
(CBS-TV, 5-5:30 p.m.) 


NOV. 4 


If it’s as good as last year, it should be 
superlative: “Another Evening with Fred 
Astaire” and Barrie Chase, Jonah Jones 
Quartet, David Rose, et al. (NBC-TV, 
9-10 p.m.) 

*All time EST 











There never was a miser like Scrooge ... or a 
year- after-year money maker like U.A.A.’s 
“A CHRISTMAS CAROL”! Once again Alastair 
Sim’s classic portrayal of Scrooge in Dickens’ im- 
mortal “A CHRISTMAS CAROL” will be the 
overwhelming favorite of the holiday season... 
Once again station after station will be program- 
ming U.A.A.’s traditional favorites: 


“A CHRISTMAS CAROL”, Charles Dickens’ 
beloved Christmas classic, called by many the 


holiday picture of all time! 


“STAR IN THE NIGHT’; honored with the Acad- 





THE MISER WITH THE MIDAS TOUCH... 


emy Award for best short subject. A modern day 
version of the age-old tale of the Three Wise Men. 


“SILENT NIGHT”, produced by Douglas Fair- 
banks, Jr.,delighting audiences for five years. A 
true classic telling how the beautiful song was born. 


“THE EMPEROR’S NIGHTINGALE”, a puppet 
picture without peer, narrated by child-charmer 
Boris Karloff. 


Join the other stations, already picking up addi- 
tional sponsors! Don’t delay—now is the time to 
order these traditional Yuletide favorites before 
the prints are in short supply. 


Write, wire or phone: U a ad « 


UNITED ARTISTS ASSOCIATED, me. 


NEW YORK, 247 Park Ave., MUrray Hill 7-7800| CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030] DALLAS, 1511 Bryan St.,Riverside 7-8553] LOS ANGELES, 400 S. Beverly Dr., CRestview 6-5886 
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SECURITIES AND EXCHANGE COMMISSION 
WASHINGTON 25, D.C. 
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The WKY Television System, Inc. } 
WKY-Radio, Oklahoma City 
WTVT, Tampa-St.Petersburg, Fla. 
WSFA-TV, Montgomery, Ala. 
Represented by the Katz Agency 
















































NOT FOR HIRE 
signs are going up 
everywhere for the 
new series starring 
RALPH MEEKER. 
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JAMES H. CORNELL 


It’s one thing to pick a single successful show. It’s another to 
forecast the outcome of a whole new season. Yet that’s the spe- 
cial forte of N.W. Ayer program analyst James Henry Cornell, 
who, in the exclusive article on page 46 offers, for the second 
consecutive year, his predictions of the audience share of all 
nighttime network programs this season. Those familiar with 
Mr. Cornell’s track record (as the cliché goes) know his fore- 
sight is amazingly accurate (see our issues for October, 1958, 
and April, 1959). At 46, Mr. Cornell’s career runs the gamut, 
from traffic (WGN, Inc.) to engineering (CBS Radio), sales 
(wpBM, Chicago), research (Foote, Cone & Belding), corporate 
planning (NBC-TV), with time off for some espionage work 
with the OSS. 

Equally well-rounded, but in the world of show business, is 
39-year-old Morton J. Green, top comedy writer-turned-cor- 
poration TV specialist (shown here with one of his bosses, Rev- 
lon advertising vice-president F. Kenneth Beirn). Green is one 
of a new kind of executive emerging in the advertising business 
whose responsibilities at companies such as AT&T, Bristol- 
Myers, General Foods, and U.S. Steel are spelled out in “The 
Corporation TV Specialist-Man on a Tightrope” beginning 
on page 50. Green, an alumnus of the famous “Borscht Circuit” 
in New York’s Catskills, has a remarkable outlook on life in the 
Revlon pressure chamber: “You should try working for a high- 
rated comedian who wants a better Trendex next week,” he 
says. Mr. Green isn’t one to run with the pack; he shuns the 
traditional grey flannel for a darker shade, designs his own 
clothes (black velvet collars, cuffs) and would feel naked with- 
out his “Rex Harrison” tweed hat. 

Also under analysis this month is the status of the agency 
media planner, whose changing role is outlined on page 52 by 
James John McCaffrey, senior vice-president of Ogilvy, Benson 
& Mather, as part six in this magazine’s exclusive Media Strategy 
Series. A product of Andover and Princeton, McCaffrey, now 
37, served as an associate media director at Y&R, then media 
head at Anderson & Cairns before coming to OB&M as media 
director in 1952. He was made a vice-president a year later. 

“ Now in charge of 14 major accounts, a director and a member 
of the executive committee, he turns to the trout streams of 
Maine for relaxation. 

Of those advertisers who have worked hard and long to per- 
fect a winning media strategy, few surpass the accomplishments 
of the Gillette Co., whose -president, 54-year-old Boone Gross 
is the subject of this month’s profile on page 54. Tall and deep- 
voiced, Gross, a West Pointer (class of ’26), moved into the 
presidency last March. He’s a lineal descendant of Dan’l Boone, 
who, legend has it, rarely bothered to shave. An unusually per- 
suasive salesman, Gross makes a regular practice of visiting the 
various Gillette factories to chat with employees. 

For those intrigued by anything new and exciting in the way 
of radio programming or promotion strategy (and who isn’t), 
the man to watch is E. Guillermo Salas, the dynamic operator 
of five radio stations in Mexico City. His unique concepts are 


detailed on page 67. E. GUILLERMO SALAS BOONE GROSS 





Morton J. Green (right) and F. Kenneth Beirn 
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Buying Patterns 


of Cigarette Spot Advertisers 
in 26 Cities in First Half of 1959 


L sted below is a tabulation of cigarette spot television adver- 
tising schedules for the first six months of 1959. 

The schedules for each advertiser represent the spot activity 
in each of 26 monitored Broadcast Advertisers Reports, Inc. 
citit 

In most cases, the figures below represent three randomly sam- 
pled weeks during the January-June 1959 period. It is important 
to note, however, that these recording weeks for each of the 
markets differ. In some cases, schedules represent only two weeks 


of ac tiVIty. 


Sign-on—6 p.m. After 11 p.m. 





BELVEDERE 
Buffalo 1:60 1-40 minute 
period 
BLACK CAT 
Buffalo : 7:10; 2:20 
BUCKINGHAM 
Detroit 2:20 
CAMEL 
Boston 3:10; 2:20 
Chicago 3:10; 2:20; 1:60 
2:10; 3:20 
Cleveland 3:10; 1:20 
Dallas-Ft. Worth 1:60; 1-30 minute period 
Detroit 4:20 
1:60; 2-30 minute periods 
Milwaukee 1:10; 2:20 
New York 2 BB games; 3:10; 2:20 
Philadelphia 5:10 
Pittsburgh 1:10; 3:20 
San Francisco 3:10; 1:20; 1:60 
St. Louis 2:10; 2:20 
Washington 1:10; 2:20 
CHESTERFIELD 
Boston 1:10 1:10 
Buffalo 1:20 3:10 
Chicago 4:10; 2:60 2:60 
2:10; 1:20; 1:60 _ 
Detroit 5:10; 2:20; 4:60 4:10; 2:60 
Indianapolis 2:10 2:10; 2:60 
2:10; 2:20; 2:60 _ 
New York 1:10; 3:20; 6:60 3:20; 5:60 
Philadelphia 2:10; 2:20 1:10 
Pittsburgh - _ 
Toledo 1:20 _- 
KENT 
Atlanta 1:5; 24:10 _ 
19:10; 1:60 2:60 
Boston 12:10; 3:20; 1:60 5:10; 3:60 
Buffalo 7:10; 2:20 2:10, 
Chicago 19:10 _- 
Cincinnati 18:10 —_ 
Cleveland 9:10; 1:20; 2:60 12:10; 2:60 


Cincinnati 


Indianapolis 


2:10; 1:20 


Columbus 


Minneapolis 


Baltimore 
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CAMEL 


It is therefore not valid to make any inter-city comparisons, 
but rather only intra-city comparisons among the cigarette 
brands listed. 
A theoretical example of how the table should be read follows: 


Sign-on-6 p.m. 


6-11 p.m. 


After 11 p.m. 





New York 3 BB games 


1-30 minute period 2:10; 8:30 


In New York, Camel ran three baseball games before 6 p.m., 


Sign-on—6 p.m. 


6-11 p.m. 


one 30-minute period between 6-11 p.m., and two 10-second and 
eight 30-second announcements after 11 p.m. 


After 11 p.m. 





Dallas-Ft. Worth 
Detroit 

Hartford 
Houston 

Kansas City 

Los Angeles 
Milwaukee 
Minneapolis 
New York 


Philadelphia 
Pittsburgh 
Portland 

San Francisco 
Seattle 

St. Louis 
Toledo 
Washington 


KOOL 


Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas-Ft. Worth 
Detroit 
Houston 
Indianapolis 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New York 
Philadelphia 
Pittsburgh 
Portland 

San Francisco 
Seattle-Tacoma 
St. Louis 


7:10; 3:20 
22:10; 2:60 

6:10 

10:10 

13:10; 2:60 
18:10; 1:20; 2:60 
15:10 

26:10; 2:60 


89:10; 2:20; 1:40; 


2:60 

14:10 

15:10 

10:10; 1:20 
24:10; 3:60 
24:10; 5:20; 4:60 
13:10 

6:10 

20:10; 13:60 


3:20; 2:60 
3:20 

4:20; 3:60 
2:20 

7:20; 1:60 
1:20; 1:60 
3:60 

1:20; 3:60 
4:20 

1:20; 1:30; 5:60 
7:60 

2:60 

3:60 

4:20; 1:60 
2:20; 2:60 
2:20; 13:60 
2:20; 27:60 
6:20; 2:60 
3:60 

2:20; 2:60 
1:20; 2:60 
3:60 

5:20 


7:60 
3:60 
3:60 
2:20; 1:60 
2:60 
1:20; 9:60 
3:60 


To page 19 
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Critically acclaimed by 
educators and clergy- 
men everywhere... p # 
heartily approved by FF ae 

parents. This is the f ION fie 

powerful film brary that has Gromit Sponsors tremendous rewards in 
sales and brand identification. 0 ROBIN HOOD PROMOTIONS ARE READY AND WAITING! Over 
33 approved and popular tie-in promotional items built around Robin Hood 
make this one of the most important promotable shows ever presented. 
C1 IMMEDIATE AUDIENCE RESPONSE—A Philadelphia station held a contest based on a 
sponsor’s product... received over 28,000 replies in one month. 
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KOOL continued 
Toledo 
Washington 


L&M 
Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 


Cincinnati 
Cleveland 
Columbus 
Dallas-Ft. Worth 
Detroit 
Houston 
Indianapolis 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New York 


Philadelphia 
Pittsburgh 
Portland 

San Francisco 
Seattle 

St. Louis 
Washington 


LUCKY STRIKE 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas-Ft. Worth 
Detroit 
Houston 
Indianapolis 
Milwaukee 
Minneapolis 
Pittsburgh 
St. Louis 


MARLBORO 
Boston 


Chicago 


Detroit 


Los Angeles 


New York 


San Francisco 
Washington 


MAYFIELD 
Portland 
Seattle 


NEWPORT 
Baltimore 
Boston 
Buffalo 
Chicago 
Cleveland 


REPORT ON SPOT from page 16 


Sign-on—6 p.m. 


1:60 


2 BB games 
2:20; 2:60 
1 BB game 
1 BB game 


1 BB game 


1 BB game 


1 BB game 


1:10; 2:60; 1-10 
minute period; 
1-20 minute per. 


3:60 


2:60 


3:60 


1:20 


6-11 p.m. 


2:60 
3:20; 12:60 


1:20; 1:60 

1:20 

3:20; 1:60 

2:20; 2:60 

3:20; 2:60; 

1-30 minute period 
1:20; 1:60 

1:20; 2:60 

1:20 

2:20 

3:20; 4:60 

1:20; 1:60 

2:20 

1:20 

10:10; 6:20 

4:20 

2:20; 2:60 

24:10; 27:20; 11:60; 
2-15 minute periods; 
1-30 minute period 
3:20; 2:60 

5:20 

3:20 

1:10; 6:20 

1:20; 1:60 

4:20 

1:20 


2-30 minute periods 
1-30 minute period 
1-30 minute period 


2-30 minute periods 


2:60; 1-30 minute per. 
1:60; 1-30 minute per. 
1:60; 1-30 minute per. 


1-30 minute period 
2:20 
3-30 minute periods 


5:10; 2:20; 1:60; 
2-30 minute periods 


5:20; 2:60; 1-30 
minute period 
5:10; 6:20; 9:60 


5:20; 13:60; 3-10 
minute periods; 7-15 
minute periods 
12:10; 18:20; 5:60; 
2-30 minute periods 
1:10; 3:20 

7:10; 11:20; 12:60 


6:20; 1:60 
7:10; 10:20; 3:60 


11:10 
9:10 

10:10 
12:10 
10:10 


After 11 p.m. 


2:60 


2:60; 2-15 
minute periods 
6-5 and 
2-15 minute 
periods 


5:10; 1:60 


1:10; 1:60 


1:60 
1:20; 1:60 


Detroit 
Hartford 
Los Angeles 
Milwaukee 
Minneapolis 
New York 


Philadelphia 
Pittsburgh 
Portland 

San Francisco 
Seattle 

St. Louis 
Washington 


OLD GOLD 
Boston 
Chicago 


Cleveland 
Detroit 

Los Angeles 
Milwaukee 
Minneapolis 
New York 
Philadelphia 
Pittsburgh 
San Francisco 
St. Louis 


PALL MALL 
Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 


Cleveland 
Columbus 
Dallas-Ft. Worth 
Detroit 
Hartford 
Houston 
Indianapolis 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New York 


Philadelphia 
Pittsburgh 
Portland 

San Francisco 
St. Louis 
Washington 


PARLIAMENT 
Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas-Ft. Worth 
Detroit 
Hartford 
Houston 
Indianapolis 
Kansas City 


T ! bos Angeles 


Milwaukee 
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2:20; 1:60 


1:60 


2:60 


1:60 
2:60 


1:10 
8:60 


7:60 
1:10; 5:60 


2:60 


2:60 
5:10; 2:60 
2:10; 2:60 


__ 6-11 p.m. 


10:10 

5:10 

9:10; 6:60 

5:10 

13:10 

13:10; 3:60; 3-30 
minute periods 
11:10 

10:10 

7:10; 1:60 

21:10 

10:10; 3:60 

7:10; 4-5 minute per. 
8-5 minute periods 


4:20 

4:20; 1-15 minute 
period 

4:20 

1:20; 3:60 

1:20; 6:60 

3:20 

2:20; 3:60 

2:20 

2:20 - 

1:10; 1:20 

5:20 

2-10 minute periods 


3:60 

1:60; 1-30 minute period 
3:60; 1-30 minute per. 
2:60 

4:60; 1-30 minute per. 
7:60; 1-30 minute 
period 

1:60 

2:60 

2:60 

1:60 

1-30 minute period 
2:60 

3:60, 2-30 minute per. 
3:60 

12:60; 1-30 minute per. 
7:60 

6:60 

1:10; 14:60; 4-30 
minute periods 

1:60; 1-30 minute per. 
3:60 

1-30 minute period 
11:60; 1-30 minute per. 
1:60 

14:60; 1-30 minute per. 


9:10; 1:60 
15:10; 4:60 
13:10; 8:60 
2:10 

26:10; 14:60 
10:10 

8:10; 3:60 
5:10; 2:60 
8:10; 4:60 
16:10; 16:60 
2:10; 3:60 
5:10; 3:60 
7:10; 2:60 
3:10; 3:60 
19:10; 14:60 
9:10 





After 11 p.m. 


1:10; 2:60 


8:10; 5:60 


12:60 
14:60 


1:60 


6:60 


2:60 
5:60 


3:60 
2:60 
2:60 


1:60 
2:60 
12:60 


9:60 
3:60 


1:60 
1:60 


6:60 

4:10; 8:60 
2:10; 5:60 
2:60 

4:10; 14:60 
6:60 

3:10; 6:60 
2:10; 2:60 
1:60 

9:60 

1:60 

1:60 

1:60 

1:60 

5:10; 19:60 
2:60 


To page 23 
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RCA GENIUS! oS 
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The same genius and craftsmanship that pionedred in the development of television 
. . . from cameras to transmitters . . \ has now\ conceived an advanced T'V Tape 
Recorder. This is equipment that’s \ompatibl in every respect—you would 
hardly expect anything less from the le der in hoc, With the most precise 
adjustments possible on any tape recorder, recording and playback of tapes is 
inherently superior. Even tapes recorded oh improperly aligned machines can be 
“optimized” in a few seconds while the tape is\on the pir. Newest arrival on the TV 
Tape scene, the RCA recorder offers many improvements over older designs . . . 


ingenious features which make it easy to get and ictures of superb quality . .. 






features such as electronic quadrature adjustment, syne regeneration, four-channel 
ttle for less than the best! 
A, Dept. TR-3, Building 
ompany Limited, Montreal. 





playback equalization, built-in test equipment. Don’ 








See your RCA Representative. Or write to 
15-1, Camden, N. J. In Canada: RCA VICTOR 
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DES MOINES TELEVISION 


FACTS 


The most recent TV audience measurement made in this market 
(Nielsen, July, 1959) revealed that KRNT-TV delivered 
more television homes than its competitors. 


The survey by ARB in January of 1959 showed the same thing. 


SPECIFICS: 


(from Nielsen, July, 1959 survey, homes viewing) 


Paar on KRNT-TV leads against movies by 19.8%! 


The KRNT-TV 10:30 PM strip of local and syndicated 
half-hours leads against movies by 21.9%! 


The KRNT-TV 10:00 to 10:30 PM local news, weather and 
sports leads against news - weather - sports by 46.6%! 


And here is something to think about. Among local 

advertisers, where THE TILL TELLS THE TALE, KRNT-TV 
consistently carries more local advertising than 

its competitors combined! 


MORE SPECIFICS: 


KRNT-TV carried over 80% of all the local business in 1958! 
KRNT-TV carried over 79% of all the local business in 1957! 
KRNT-TV carried over 80% of all the local business in 1956! 


So far in 1959, KRNT-TV’s local business is running at about 
the same ratio. Yes, when that cash register must ring in order to 


. stay in business, those who know the stations best 
choose KRNT-TV four to one! 


DES MOINES TELEVISION 


KRNT=TV cuanner 8 


A COWLES STATION REPRESENTED BY THE KATZ AGENCY, INC. 














































PARLIAI 
Minn 
New 
Phila: 
Pittsb 
Portic 
San F 
Seatt 
St. Lo 
Wast 


PHILIP | 
Baltin 
Bosto’ 
Chica 
Cincir 
Cleve 
Kansc 
Los A 
Phila 
San F 
St. Lo 
Wast 


RALEIG! 
Baltin 
Bosto 
Buffa 
Chica 
Cincin 
Cleve 
Colur 
Dalla: 
Detro 
Hartf 
Houst 
Indiar 
Kansc 
Los Ai 
Milwe 
Minne 
New | 
Philac 
Pittsbi 
Portla 
San F 
Seattl 
St. Lo 
Toled 
Wash 


SALEM 
Baltim 
Cincin 
Cleve 
Colum 
Detroi 
Kansa 
Los Ar 
Minne 
New | 
Pittsbu 
San Fi 
Seattl 
Wash 


SANO 

Bostor 
Chica; 
Los Ar 
New } 
Philad 
San Fi 
Washi 











REPORT ON SPOT from page 19 


Sign-on—6 p.m. 


6-11 p.m. 





PARLIAMENT continued 


Minneapolis 
New York 
Philadelphia 
Pittsburgh 
Portland 

San Francisco 
Seattle 

St. Louis 
Washington 


PHILIP MORRIS 
Baltimore 
Boston 
Chicago 
Cincinnati 
Cleveland 
Kansas City 
Los Angeles 
Philadelphia 
San Francisco 
St. Louis 
Washington 


RALEIGH 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas-Ft. Worth 
Detroit 
Hartford 
Houston 
Indianapolis 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New York 
Philadelphia 
Pittsburgh 
Portland 
San Francisco 
Seattle 
St. Louis 
Toledo 
Washington 


SALEM 
Baltimore 
Cincinnati 
Cleveland 
Columbus 
Detroit 
Kansas City 
Los Angeles 
Minneapolis 
New York 
Pittsburgh 
San Francisco 
Seattle 
Washington 


SANO 
Boston 
Chicago 
Los Angeles 
New York 
Philadelphia 
San Francisco 
Washington 


3:10; 9:60 
6:60 
4:60 
1:60 
4:60 
5:60 


1:60 
9:60; 1 BB game 


2:60 
1:60 
3:60 
3:60 
3:60 
3:60 
2:60 


9:10; 7:60 

14.10; 2:20; 37:60 
17:10; 12:60 
9:10; 5:60 

7:10; 5:60 

8:10; 7:60 

8:10; 4:60 

5:10; 2:60 

16:10; 9:60 


3:10; 4:60 

7:10 

5:10 

9:10 

10:10 

6:10; 5:20; 4:60 
13:10 

4:10 

12:10; 1:20; 6:60 
8:10 

8:10; 3:60 


12:60 
12:60 
7:60; 2-30 minute per. 
11:60 
10:60 


15:60; 2-30 minute per. 


7:60 

5:60 

7:60; 1-30 minute per. 
4:60 

4:60 

5:60 

6:60 

24:60 

5:60; 1-30 minute per. 


10:60; 3-30 minute per. 


64:60 

16:60 

9:60; 1-30 minute per. 
6:60; 2-30 minute per. 
20:60 

5:60; 1-30 minute per. 
6:60 

3:60 

17:60; 3-30 minute 
periods 


1:20 

4:20 

1:10; 3:20 
1:20 

5:20 

4:20 

1:10; 1:20 
6:60 

3:10; 22:20; 10:60 
520 

2:20 

3:20 
3:20; 5:60 


3:60 
4:60 
16:60 
12:60 


6:60 
5:60 


After 11 p.m. 


4:60 

8:10; 9:60 
1:10; 2:60 
7:10; 7:60 
1:10; 3:60 
3:60 

3:10; 2:60 


1:10 
1:10 
2:60 
2:10; 2:60 
1:60 


1:10; 1:60 


2:20; 8:60 
2:60 
3:60 
3:60 


8:60 
4:60 
1:60 
1:60 
1:60 
2:60 
5:60 


TAREYTON 
Baltimore 
Boston 
Chicago 
Cleveland 
Detroit 


Hartford 
Houston 

Los Angeles 
Milwaukee 
New York 
Philadelphia 
Portland 

San Francisco 
St. Louis 
Washington 


VICEROY 
Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Dallas-Ft. Worth 
Detroit 
Hartford 
Houston 
Indianapolis 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New York 
Philadelphia 
Pittsburgh 
San Francisco 
St. Louis 
Washington 


WINSTON 
Atlanta 
Baltimore 
Boston 


Buffalo 
Chicago 


Cincinnati 
Cleveland 


Columbus 
Detroit 


Kansas City 
Los Angeles 
Milwaukee 


Minneapolis 
New York 


Philadelphia 


Pittsburgh 
Portland 
San Francisco 


St. Louis 
Toledo 
Washington 
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Sign-on—6 p.m. 


6-11 p.m. 





1:10 


1:60 


2:60 


6:60 
4:60 


1:60 
2:60 


1:10; 1:20; 
17:60; 
1 BB game 


3:60 


9:20; 1:60 

13:20 

6:20; 3:60 

11:20; 2:60 
10:20; 2:60; 

1-30 minute period 
3:20 

3:60; 4:20 

8:20; 15:60 


4:20; 1-30 minute per. 


44:20; 25:60 
10:20 

1-30 minute period 
2:60; 2 BB games 
3:20; 1:60 

9:20; 1:60 


1:20; 15:60 
14:60 

1:20; 8:60 
4:20; 5:60 
3:20; 8:60 
8:60; 6:20 
2:20; 11:60 
2:20; 8:60 
19:60 

7:20; 6:60 
3:20; 3:60 
5:20; 6:60 
7:60 

10:20; 17:60 
2:20; 12:60 
26:60 

9:20; 28:60 
2:20; 7:60 
2:20; 5:60 
8:20; 14:60 
2:20; 5:60 
1:10; 5:20; 16:60 


2:60; 1-30 minute per. 
1:60; 1-30 minute per. 


4:10; 3.20; 3:60; 
1-30 minute period 
3:10; 2:20; 3:60 
9:10; 4:20; 2.60; 
1-30 minute period 
2:10; 4:20; 1:60; 
1-30 minute period 
6:10; 2:20; 1:60; 
2-30 minute periods 


1:60; 1-30 minute per. 


7:20; 2:60; 
1-30 minute period 


1-60; 1-30 minute per. 


7:10; 1:20; 3:60 
1:10; 1:20; 1:60; 
1-30 minute period 
3-30 minute periods 
6:10; 6:20; 10:60; 
1 BB game 


10:10; 3:20; 

1-30 minute period 
2:10; 7:20 

2:60 

6:10; 2:20; 3:60; 
2-30 minute periods 
2:10; 2:20; 2:60 
1-30 minute period 
2:10; 4:20; 2:60 


2:60 
2.60 


8:60 
7:60 
6:60 


6:60 
4:60 
9:60 


5:60 
8:60 
2:60 
6:60 
7:60 
4:60 





After 11_ pum. 


1.20; 13:60 


9:60 
4:60 
5:60 
4:60 
10:60 
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MORE THAN EVER! Long the number one station in the nation’s number one market, | 
today WCBS-TV offers advertisers even more than the biggest audiences in all television. 

Channel 2 viewers are also the most responsive, as proven in a new, full-scale depth study | 
conducted by the Institute for Motivational Research, in association with Market Planning Corpo. | 
ration (an affiliate of McCann-Erickson). Example: when asked which of New York’s seven channels } 
“has more of the programs that really make an impression, the ones you talk about,” 2 out of every | 
3 respondents interviewed named WCBS-TV. Conversely, when asked which channel was being \ 
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referred to in this statement, “they don’t seem to have many new programs—I’ve seen most of them 
before,” only 2% mentioned WCBS-TV—compared to 85% who named non-network stations. 
Outcome? A distinct “climate of responsiveness” resulting in more anticipation, more active 
viewing on the part of Channel 2 audiences. And, according to the Institute’s report, “far greater 
attention and interest in both programs and commercials seen on Channel 2!’ Call WCBS-TV 
or CBS Television Spot Sales for more of the findings which demonstrate why, now more than 
ever before, New York’s blue-ribbon advertising medium is CBS Owned Channel 2.. ‘W CBS-TV 








LETTERS 


Harvard Revisited 


SIR 

Chere is a current joke in TV circles 
that goes something like this: ‘Does 
television breed criminals?” And the 
and they’re all in 


answer is, “Yes... 
television.” 

Chis kind of humor all too frequently 
hits the mark—that’s probably why peo- 
ple in TV repeat it so often. 

But humor is one thing and facts are 
another. Facts are not funny. That is 
why the article on Harvard (“Now, 
When I Was At Harvard .. .,” TELE- 
VISION MAGAZINE, September 1959) was 
of such great interest to me. Television 
is an industry is not doing enough to 
encourage its own executives to rise 
above this very sick joke. . 

[ would like to see the Harvard type 
of course made available to an ever- 
increasing classification of executives in 
television and allied fields. Possibly, the 
\merican Association of Advertising 
\gencies might want to borrow a leaf 
from AFA’s book... 

Incidentally, I was particularly im- 





pressed by the depth of reporting which 
your magazine achieved in its report. I 
hope that you will continue to be as in- 
cisive and forceful in future issues as you 
have in the past. The quality of your 
writing has been impressive . . . 

MELVIN HELITZER 

Director, Advertising and Public 

Relations 
Ideal Toy Corporation, New York 


Television's Image 
SIR: 

[The] Survey of the Four Mass Media 
contains a good deal of interesting and 
provocative information. 

NICK ZAPPLE 

Senate Committee on Interstate and 

Foreign Commerce, 

Washington, D.C. 


New Products and Problems 
SIR: 

I found your September issue one of 
the most stimulating pieces of reading 
that’s come across my desk—particularly 
your “Problem Markets” and “Compact 
Car” stories. 


The “Compact Car” article particu- 
larly is of great interest to all of us who 
deal in the new products area, and | 
would be especially interested in seeing 
Mr. Hanan’s pieces supported by mar- 
keters. 

Of course, one question that must be 
posed in this connection is whether or 
not Detroit’s small cars fit the usual in- 
tent of the term “new product.” Actu- 
ally, I suppose that it could be argued 
that the small foreign cars and the Ram- 
bler have already cleared the way by 
persuading “trend setters” and that GM, 
Ford & Chrysler are now ready to come 
in and exploit the mass market much as 
the detergents people now compete with 
Lestoil... . 

Nort WYNER 
Director of Sales and Advertising 
Monarch Wine Co., Brooklyn 


The Brand Study and Gasoline 
SIR: 
The September 1959 issue of TELE- 
VISION MAGAZINE in reporting your “‘Con- 
tinuing Brand Study No. 38” covering 





¢ A TRANSCONTINENT STATION 








gasoline brand recall contains, at least 
by implication, some serious errors of 
reporting. 

This study asked the question: “What 
brands of gasoline have you seen adver- 
tised on TV during the last two weeks?” 
The percentage of response is then 
shown for each brand recalled regard- 
less of whether these brands recalled ac- 
tually were on television during the pe- 
riod stated. 

Many of your readers might thus as- 
sume that in publishing these results, 
without any qualification, you imply 
that those brands with a low percentage 
of recall were using television with but 
little effectiveness. 

Our client Cities Service had not used 
the medium of TV in either New York 
or Chicago for well over a year prior to 
this study. In fairness to our account and 
to other brands in a similar position, we 
feel that either figures for these compa- 
nies should not be published or, if they 
are published, prominent notice be 
given that they were not television ad- 
vertisers at the time of the survey. . 

CHAUNCEY L. LANDON 

President 

Ellington & Company, Inc., New York 


(Reader Landon’s point is well taken. 
Future studies will include the qualifi- 


WGR-TV, WGR, Buffalo, N. Y. 
WSVA-TV, WSVA, Harrisonburg, Va. 


cations he suggests. He might note, how- 
ever, that Cities Service’s per cent of use, 
unlike its recall, increased in New York 
and remained the same in Chicago, ac- 
cording to the particular Brand Study 
in question.) 


New York Radio Study 
SIR: 

The data concerning instant coffee 
commercial recall and use as presented 
in the September issue of ‘TELEVISION 
MAGAZINE was very interesting. 

On proceeding through the issue, I 
came upon your feature entitled “Radio 
in New York, Study No. 28” which also 
was very informative. However, I was 
somewhat surprised to find that both of 
our radio advertised products were not 
mentioned in your listing of New York 
Radio Advertisers which appeared on 
pages 68 to 70. 

Medaglia D’Oro Espresso Coffee runs 
a continuous campaign (excluding the 
summer months) of 14 five-minute news 
programs per week on station WNEW. 

Savarin Instant Coffee had a flight of 
spots on WNEw in January and February 
of 1959. In addition, for the last eight 
weeks we have been running a special 
summer campaign which employed the 
services of . . . five radio stations .. . 

You can understand, therefore, why 


e WROC-TV, Rochester, N. Y. 


KFMB-TV, KFMB, San Diego, ‘Calif. « 


we feel “left out” after reading the list 
of other radio advertisers, many of which 
did not even approximate our expendi- 
ture. 

LEE J. Ross 

Advertising Manager 

S. A. Schonbrunn & Co., Inc. 

Palisades Park, N.J. 


(The list of radio advertisers in New 
York that appeared in our September 
issue was based on the Broadcast Adver- 
tisers Report for the week ending May 
1, 1959. For that time period Schon- 
brunn’s brands were not using radio. 
BAR’s latest report, week ending July 31, 
1959, shows spot activity for Savarin In- 
stant. However, this information was not 
received in time for inclusion in our Sep- 
tember issue.) 


Dr. Hutchins’ Crusade 
SIR: 


Although I am not very familiar with 
the inner workings of the Fund for the 
Republic and have met Dr. Hutchins 
only once, I thought your article (TELE- 
VISION MAGAZINE, September, 1959) 
seemed not only fair but constructive . . . 
and instructive. 

MaryA MANNES 
(Miss Mannes is Radio-TV Editor of 
The Reporter Magazine) 


WNEP-TV, Scranton — Wilkes-Barre, Pa. 
KERO-TV,. Bakersfield, Calif. 
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YOU KNOW WHERE YOU'RE GOIN 


Any way you look at it... A Storer station stands to increase your sales. 
Take the case of the Big Three Buyers of airtime: Colgate, Procter & Gamble 


and Lever Brothers. Between them and their advertising agencies, hundreds 
of research people are employed. They microscopically examine everything 
they buy. And all three buy consistently on Storer stations, Radio and TV. 
What better guide to best results? What better proof that you know where 
your sales are going when you buy Storer? You can bet your bottom media 
dollar, with Storer they’re going up! 


Famous on the local scene -+-+yet known throughout the nation ° Storer Broadcasting - Sa 










































STORER 
STATIONS 


RADIO 


PHILADELPHIA 
WIBG 


50,000 watts—First, by far 
in Philadelphia 
2 


DETROIT 
WJBK 


WJBK-Radio is Detroit 
e 


CLEVELAND 
WwJIWw 


Wonderful, just wonderful! 
Tops in network—Tops in local 
° 





WHEELING 
WWVA 


Only full-time CBS 
Network Station in 
Pittsburgh- Wheeling area 
* 


TOLEDO 
WSPD 


It only takes one 
to reach ALL Toledo 
© 








MIAMI 
WGBS 


50,000 Watts—CBS 
ALL South Florida 
. 


LOS ANGELES 
KPOP 


Covers the 
2nd largest market 


DETROIT 
-TV 


TELEVISION 


DETROIT 
WJBK-TV 


Ch. 2— CBS 
Your “Must” Station 
to Cover Detroit 
@ 





CLEVELAND 
WJW-TV 


Top News—Top Movies 
CBS Programming 
e 


TOLEDO 
WSPD-TV 


Ist in Toledo 
Covers 2,000,000 
o 


ATLANTA 
WAGA-TV 


More Top Movies 
More News—More Coverage 
* 


MILWAUKEE 
WITI-TY 


CBS Programming 
Top Movies 


m2thtional Sales Offices: 625 Madison Ave., N.Y.22, PLaza 1-3940 - 230 N. Michigan Ave., Chicago, FRanklin 2-6498 











PROOF: 

WSJS Television’s City Grade coverage saturates 
fourteen cities, each with over 6000 population, in 
North Carolina’s biggest Metropolitan market. These 
fourteen cities are located in the rich industrial Pied- 
mont—North Carolina’s first market buy with WSJS 


Television. 


W7 SJ Ss television 


Winston-Salem / Greensboro 





| 
—é CIT¥ GRADE | 
MARTINSVILLE © 


DANVILLE @ 
.MOUNT AIRY + LEAKSVILLE* 
¢.> REIDSVILLE” 
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Winston-Salem f 5), > . 
(Sv L2j BURLINGTON 
THOMASVILLE - ; 
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C CHANNEL 12 


Headley-Reed, Reps. 
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A MONTHLY REVIEW 


RADIO WRAP-UP 


OF THE RADIO INDUSTRY 


The Fall Outlook 


The sound of radio as fall began was one 
of jingling cash registers: billings today— 
with the possible exception of network— 
are on par with, if not slightly ahead of 
radio’s pre-recession position in the sec- 
ond quarter of 1958. National spot ap- 
pears to be 10% ahead of this time last 
year, and conservative guesses put billing 
in the last quarter of 1959 at $55,000,- 
000. Regional and local spot will round 
out the year with an 8-10% gain, and 
may well reach an earlier estimated high 
of $330,000,000 (see “Focus on Business,” 
July, 1959). 

Radio spot is slated to receive a sizable 
chunk of automobile revenue _ this 
autumn as the Big Three carmakers in- 
troduce their small, compact models. And 
the nation’s drug manufacturers are ex- 
pected to turn to more radio as the cold 
season approaches; drug sales in general 
are up 10%, according to the U.S. Bureau 
of Commerce. 

The optimistic outlook quite naturally 
gets a boost from the Radio Advertising 
Bureau, which late this summer pub- 
lished first quarter spot billing by the 
nation’s top fifty spot advertisers. Al- 
though no comparable six-month break- 
down exists for 1958, the $44.4 million 
reported for the first half of 1959 would 
seem to suggest that year-end billing 
among the top fifty will surpass the $73 
million reported for all of 1958 by RAB. 
Some sources point out that all-told, spot 
business for 1959 should come close to 
$180 million. 


Food Product Spenders 


With non-durable goods spending— 
particularly that of foods—up 6.2% (U.S. 
Dept. of Commerce), spot advertising in 
the foods category continues to lead the 
other traditional categories of oils and 
gasoline, automotive, tobacco and beer. 

Another recent RAB compilation gives 
the grocery products manufacturers 
19.1% of all spot time purchased during 
the second quarter. Compared to the 
25.1% reported by RAB for the like pe- 
riod in 1958 for this category, food ad- 


vertising on radio may appear to be on 
the decline. It isn’t, however. RAB points 
out that when it compiled its 1958 second 
quarter category breakdown, its source 
was about 30% of national spot business; 
its sample this year, says RAB, is about 
50%, thus embodies a broader base, takes 
into consideration regional fluctuations. 
Generally, however, second quarter 
1959 billing is up to second quarter 1958 
To page 96 





RADIO SETS-IN-USE 
(IN HOME ONLY) 
Nielsen, June 1959 





Number of 
Hour* Homes 
Ie F ido kc vcincsccnsecuessdos 3,666,000 
Fe RRS 65.05 sence wesouisessces 6,478,000 
6 OAH F DAs s canisesscasscseceveses 7,665,000 
DD WE Niiksccvae<cccconeceeunee 7,121,000 
WP Wines GAs ckscccseveineaeoecuse 7,071,000 
WE Ree CR Sak dcsinwinsdcckecnavens 6,379,000 
er Ne 8 Roos vcweccuseumeueeneee 5,934,000 
? pm 2 OM...... ideassowasseet ee 5,934,000 
Be we PR iookccassonehoeescenen 5,242,000 
S OMe BP isk ss ccssencscdicsseess 4,648,000 
ff err ere  r errr 4,500,000 
DS ie sic bcsntecccbenbeesesee 4,451,000 
O Othe FT GMs iciaecciccsciscsesweed 4,648,000 
F Dilhe D Gis inn incssicccecseoseuen 3,907,000 
S BAR F Baiisiis seccnscciosinsevese 3,264,000 
DP ee ion ivesxsesasenseesseouen 3,313,000 
SGT DNisiscscecesasesendabens 3,264,000 
BA PRE BAe i isan cdcuscabuncsacaee 2,769,000 


*Mon.-Fri. average before 6 p.m.; Sun.-Sat., 6 p.m. 
and after. 


AVERAGE HOURS RADIO USAGE 
PER HOME PER DAY 





Month Hours 
SU, WE Sosa cusecdasinkssxeasenacoheseus 1.81 
INE Scene inencdnteesssacrecenegeerenes 1.74 
PIE obknibs hic cswhvewesesdevusences 1.98 
MIE Se ecabindcuuivevasaeeesndiueipedeins 1.93 
EE oiuinsctkancocaseseosaceecemateds 1.90 
EEE Swink cstuuuhixsdecuseeseasdsunene 1.82 
NS BUM G sutvcncasevesseausdany seas 1.92 
PR Sins cds danidecesndsbarsebetneseare 1.85 
PMNs Wins ho bss caine ssunseecerueeereeseaen 1.92 
PEE 666556 $6ceuteriestweshwensonncebnene 1.82 
WEE gaieedsen ves suscdabodcrenanseevsaseees 1.95 
BE au bie snieeoiie sa cleesuceseeniniess 1.87 


Source: A. C. Nielsen 
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“NATURALLY, | 
LISTEN TO KFWB’’ 


‘For the satisfaction | get 
from a perfectly tuned, pre- 
cision machine that makes 
a winner, give me sportscar 
competition. 


In the realm of broadcast- 
ing, that same precision... 
perfectly tuned... comes 
through to me with KFWB 
... $0, naturally, | listen to 
KFWB. It’s a winner!” 





The KFWB audience gives 
you more men, more wom- 
en, more children... more 
everybodies ...than any 
other Los. Angeles station. 


Buy KFWB... first in Los 
Angeles. 


6419 Hollywood Bivd., Hollywood 28 / HO 3-5151 


ROBERT M. PURCELL, President and Gen. Manager 
JAMES F. SIMONS, Gen. Sales Manager 
Represented nationally by JOHN BLAIR & CO, 
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UGE, far-flung Los Angeles is no place 
for half-hearted sales efforts. You need 


the doudle-action advertising strength you 
get from CBS Owned channel 2. There’s... 


One: the volume of KNXT audiences. Year- 
after-year-after-year, KNXT continues its 
leadership in the seven-station Los Angeles 
market... with a 29% larger share of audi- 


ence than the nearest competition ( Nielsen, 
August 759). Add... 


Two: the value of KNXT audiences. Chan- 
nel 2 audiences are your Jest audiences, 
according toa monumental, first-of-its-kind 
depth study, which proves there is a sharp 
difference in the “image” created by differ- 
ent television stations amd that this image 
strongly affects viewers’ attitudes toward 
commercials. When, for example, 600 Los 
Angeles viewers were asked their choice of 
the station “most likely” to carry advertis- 
ing for a “progressive and research-minded 
company, eager to keep the public informed 
of new and improved products,” 41% chose 
channel 2! That’s 32% more viewers than 
named the runner-up network station... 
and 156% more viewers than named all 
four non-network stations combined! 


Obviously, cost-per-thousand is only half 
the picture. The other (equally vital) half 
is cost-per-thousand what. For complete 
coverage—the biggest audiences and the best 
audiences—advertise on the station that pro- 
vides doth... KNXT. 


tConducted by the Institute for Motivational Research, 
in association with Market Planning Corp., an affiliate 
of McCann-Erickson. Findings available on request. 


CBS ownep" K NJ XT >) 2 Los ANGELES 


REPRESENTED BY CBS TELEVISION SPOT SALES 








THE SUPERINTENDENT 


Station WGAL-TV 


Dear Mr. McCollough: 


nation. 










Representative: The MEEKER Company, Inc. 





These weekly programs are two 
of the many educational series 
regularly telecast by WGAL-TV. 


BOX 911, HARRISBURG 


August 4, 1959 


Mr. Clair R. McCollough 
President and General Manager 


Lancaster, Pennsylvania 


New York 


Sincerely yours 


"| COMMONWEALTH OF PENNSYLVANIA 
Bo DEPARTMENT OF PUBLIC INSTRUCTION 


Cralubt Seelharn 


Charles H. Boehm 





On behalf of the 40,000 students and over 1,100 public and 
nonpublic school teachers in the Lancaster viewing area I wish to > 
extend sincere thanks and appreciation for the cooperation of Station 
WGAL-TV in televising the science program during the past school year. 


It is gratifying to know that your station will again pro- 
vide students and teachers with public service time during the coming 
school year. You may be interested to know that, with the two programs 
your station is planning to show, we estimate that close to 85,000 
students in the public and nonpublic schools in the twenty-county area 
will be viewing these telecasts during the school year 1959-1960. 
This increase is due to the fact that we are offering a science program 
for the intermediate school (Grades IV, V, and VI) and a speech improve- — 
ment program for the primary grades. 


It should be gratifying to you to know that as far as we have 
been able to ascertain the science series which reached approximately 
40,000 children last year was one of the most comprehensive projects 
which had been undertaken by any commercial television station in the 


You certainly are to be commended for your complete cooper- 
ation in making the public service features of your station available 
for school instruction purposes. 


fey: \) ie a 
Channel & 


Lancaster, Pa. 
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STEINMAN STATION = Clair McCollough, Pres. 
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By George G. Huntington, v.p. and general manager, TvB 


THE TV SCENE 


WHAT 
IS FAN MAIL 
REALLY WORTH? 


Unsolicited letters evaluating your advertising, whether they are pro or con, have no research value 


here are lots of ways to find out what people think and 

one of the worst ways is to ask them. But a still worse way 
is not to ask them . . . to let them tell you. 

How many times have people written you fan letters 
either for or against your advertising? And how many times 
have you made changes based on this mail? I’ll bet you were 
wrong if you did. 

A television sponsor of a typical evening show reaches 
some 25 million people per telecast. Suppose 1,000 letters 
came in complaining about something in the show. I believe 
that all you can say now is that someone wrote you 1,000 
letters. And that’s all. 


The letter writer belongs to a small minority 


“But for every one who writes, there are a hundred who 
feel the same way but just don’t get around to writing!” 
Who says there are? I say there are not. First of all, our letter 
writer belongs to a very small minority: he’s one out of 
25,000. ‘The 1,000 who wrote are different from the 24,999,- 
000 who did not write . . . simply because they wrote. 

In the early days of television, we tried to measure TV’s 
effects on people by comparing TV vs. non-TV homes. But 
we found that some of our results were due to the differences 
in the homes that bought sets vs. those who didn’t: TV 
homes were larger, for example, and so they used more 
toothpaste regardless of television exposure. 

So our next step was to match TV and non-TV homes by 
family size and all the other factors. And still we got differ- 
ences witich had nothing to do with television. Why? Be- 
cause we had failed to match on the one factor that counted 
most: the factor that led one family to buy a TV set and 
another family of equal size and income etc. not to buy a 
set. You can’t let people divide themselves into doers and 
non-doers, then compare them. You must do the dividing. 

In a scientific experiment, you decide who gets Brand A 


and who gets Brand B, not the people. In fan mail, you let 
the people divide themselves into letter writers and non- 
writers and then you think they are the same . . . even 
though they have proven that they are different by the 
simple act of writing or not writing. 

The Literary Digest found that people who answered its 
presidential poll were different from the people who didn’t 
. . . but they found it after Landon lost and they lost too. 

In the days when people measured ads by coupon returns, 
results were always being checked to avoid a breed of people 
called coupon clippers. These people sent for anything and 
everything. We sorted returns by street address and found 
one man writing for dozens of samples. We alphabetized 
the returns and found the same name a dozen times. 

Just as there are people who write for everything, I believe 
there are people who write about everything. This group 
may be for or against, but they are a vocal group and a 
writing group. And a different group . . . which means 
1,000 letters stand only for 1,000 writers and can’t be pro- 
jected against any other segment of the population. 


1,000 writers not comparable to a 1,000 sampling 


I remember Walter Winchell complaining about the 
small samples of the rating services which gave him such 
low ratings. He said he received fan letters from more people 
than the rating services interviewed. The Nielsen rating 
sample is about 1,000 homes. These are homes that Nielsen 
selected . . . that did not select themselves. Now, votes from 
this 1,000 carry some weight because this 1,000 can statis- 
tically be proven to represent the millions. But no statistics 
can be applied to the 1,000 not-even-random fan letters. 

Favorable fan mail is fun to get . . . a cause for thought 
when it’s against you. But before you judge your audience 
based upon their letters, judge their letters based upon your 
audience. END 


TELEVISION MAGAZINE / October, 1959 35 















































This 
is 
Pittsburgh 


Roy Face, great Pirate 
hurler ... typical of the 
fresh young spirit that’s 
put Pittsburgh way 

out in front. 


Sterling Yates, Atlantic 
Weatherman, goes on for 
KDKA-TV five nights a 
week with the liveliest 
presentation of weather 
ever. He helps keep the 
big audiences in the 
tri-state area 

watching KDKA-TV. 








There’s no middle ground for Pittsburghers. Sell ’em, and 
they go all out. The fanfare for the Pirates is one example. 
KDKA-TV’s following another. Year after year, it’s the No. 1 
























Wayne Klotsky, z 
construction station there. Let us show you how to create more fanfare 
man on the new for your product in Pittsburgh. 


Gateway Center 
project and one 
of the 4.5 million 
people in 
EKDKA-TV’s big 
orbit of 
influence, 


KDKA/TV Pittsburgh 


62 WESTINGHOUSE BROADCASTING COMPANY, INC. 
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THE TV COMMERCIAL 
By Harry Wayne McMahan 


TRICKS 
YOU CAN 
DO WITH TAPE 


A look into the near future to see how commercial production problems will be solved by tape 


(Editor's note: Harry McMahan’s new book, “TV Tape Com- 
mercials” will be published next month by Hastings House, Inc., 
151 E. 50th Street, New York 22, N. Y. TELEVISION MAGAZINE, 
by special arrangement with the publishers, gives this advance 
preview of this timely book.) 





[' is April, 1960. 
Here it is Monday morning and Chrysmobile’s big color 
spectacular goes on the air Wednesday night. 

The commercials which were set have been thrown out 
suddenly. Good reason this time: Chrysmobile has just 
won the Pike’s Peak Economy run with an all-time mileage 
score in its class—just the claim and proof needed to prove 
the economy story against competition. 

New York and Detroit—agency and client—are keeping 
the lines hot. Writers and producers even now are huddling 
on solutions. By 12 noon the plan is set. Luncheon appoint- 
ments are broken and the plan gets under way. 

Monday afternoon the new scripts are finished, tele- 
typed to Detroit. Taping is set for 1 p.m. Tuesday. 


ba 


Kellogg titles are painted on 
plastic, water-proofed and held in 





position atop pool ripples, 
then integrated into commercial. 


A trick tape does well: mirror 
was “‘popped-on"’ during commercial 
for Pittsburgh Plate Glass. 





Gearing for fast action 


It’s late Monday night when the pre-production meeting 
winds up. 

Film newsreel clips of the Economy Run are on the way. 
The car drivers are flying in for studio interviews. All the 
previously prepared commercials have been checked for 
pick-up scenes. 

“Cellomatic,” the device that gives the illusion of anima- 
tion to drawings, is rushing with some special diagram ani- 





pee aeneacdagaad mation on the economy features of the Chrysmobile engine. 
fo tape Gem Razor é x 

ieeainit bm Ge Tuesday morning brings the elements together for the 

tea Brooklyn docks. final check-out. The three 2-minute commercials for the 

spectacular will be put together from these components: 

To page 43 
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By Chuck Wilson, President, BPA 






PROMOTION 


WE'RE 
STATIONS, 
NOT STORES 





| new twist on the old sponsor strategy which tries to obtain preferential product treatment 


T here’s always something new under the sun it seems, 
and we’ve run into an agency request recently which 
can only be labeled, “Get media to do your sampling 
and selling.” 

This request deals with, let’s say “a new brand of lip- 
tick.”” Someone really dipped for the olives on this one, 
because this agency asks the station (and other media) as 

result of the advertising schedule, to buy said “lip- 

ks” in quantity (at retail). After the purchase is made, 

the station is to give the “lipsticks” to the girls around 

irious offices, send them to lipstick buyers, as well as 
ell-known people and celebrities in the home city. 


Suggest leaving product at agency calls 


is even suggested that the station’s salesmen leave 
lipsticks” as token gifts on their various agency and ad- 
tiser calls. In addition, when doing mailings, the sta- 

n is to be sure to mention that “WXY Lipstick Company” 
“Station Z” are happy to introduce this new product 
ner. 

[his is a real sharp operation, based on a schedule of 
stionable length. The agency wants forced purchasing, 
ed merchandising—at the expense of their competitors 
» are also advertising on the station. 

Because most companies are more than happy to sample 
y product on their own—this idea undoubtedly won't 
... but it is an innovation, to say the least. 

yeaking of such requests, in an earlier issue of TELE- 
»N MAGAZINE, we wrote an article entitled “The Con- 
Nobody Wins.” 

Back then (February 1959), we tried to show how some 
on clients attempt to “con” out of the promotion man 
ferential treatment by waving in front of him a cornu- 
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copia of loot—T’V sets, refrigerators, watches, and even a trip 
for two to Samoa. All our man would have to do would be 
to submit to the client a “packed” rating report that would | 
show this advertiser in the most favorable light. 

In much the same way, this newest agency request may 
please those elements with that lean and hungry look, but 
chances are, it will do little to enhance the reputation of the 
professional station promotion executive. To achieve this 
status hasn’t been easy; why, then, ask them to surrender it 
in the name of “good business’’? 

Since we wrote that column, the Board of Directors of the 
Broadcasters Promotion Association has reaffirmed its stand 
on contests which promote preferential treatment for one 
advertiser at the expense of others. 

It is interesting to see that the BPA’s stand on contests 
has had its effect, because the number of such contests has 
dwindled. As a matter of fact, recently one of the networks 
asked for a clarification of a network promotion contest 
to make sure that it did not conflict with BPA’s policy. 


Dropped contest idea after consulting BPA 


At the same time, a large agency contacted BPA about 
a contest idea which was being considered for one of their 
clients. BPA’s stand on the subject was outlined, and they 
were also reminded of the built-in negatives which contests 
have from the station viewpoint. As a result, the con-test 
idea was dropped. 

Any proposition which has the basic premise of gaining 
preferential treatment for one advertiser at the expense 
of another has to have a built-in negative, because the 
stations that will promote one advertiser over another be- 
cause of a contest or any other similar device are few and far 
between. END 











An inner courtyard of the new WAVE building, with part of the parking area behind. 


Leadership in LOUISVILLE has a new address! 


WAVE Radio and Television have now 
moved into a new broadcasting facility 
which embodies every known ‘‘tool’’ for 
better management, better broadcasting, 


better service to advertisers. 


It goes without saying that the new 


building is beautiful. Our principal objec- \ aa -\ , 
‘al 
tive, however, was efficiency for our own J NY = e 


staff and for the advertisers who use the wy 


facility. 
RADIO AND TELEVISION 
This we have achieved. Visit us and see 725 South Floyd Street 


f if! LOUISVILLE 3 ° NBC 
or yoursell. NBC Spot Sales, Exclusive National Representatives 








The new WAVE Radio and Television Center is one of the most complete 
and efficient ‘‘broadcasting plants’’ in the Nation. ABOVE: The larger of 
our two new TV studios—65’ x 45’, and 23’ high (large enough for a 


tennis court). BELOW: The conference room, where daily meetings are 
held to plan and co-ordinate every activity involving programming and 
service to the people of our area and the advertisers on our stations. 
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By Kevin B. Sweeney, President, RAB 


ON RADIO 


WHAT'S 
EXCITING 
ABOUT RADIO? 


Showmanship and one-of-a-kind impact can belong to the advertiser who buys saturation radio 


W e’ll start the second and final part of the M=—S lecture 
with a story or at least its tagline: 

“Wall to wall carpeting—so what’s so different about 
that?” 

“Yeah, but this is in the medicine cabinet!” 

Mass buying of radio—“‘saturation” if you incline toward 
one of the tireder phrases in advertising—what’s so different 
about that? What’s showmanly about it? (You'll remember 
last month’s lecture “Getting the Most Out of Saturation,” 
was devoted to Mass=Showmanship.) 

Well, this is what’s showmanly about it: 

(1) One hundred announcements per week spread over 
three stations does not appear as massive in 1959 as it did 
in 1956 but it’s still a very formidable schedule. 

It’s still exciting to sales forces and it piles up cumes 
well over the 50% mark in family coverage with an average 
of a half-dozen hits per family. 

But it doesn’t have that one-of-a-kind quality that Mari- 
lyn Monroe, Gargantua, Admiral Byrd, and last season’s 
Fred Astaire Show have. 


A schedule that’s wall-to-wall in the medicine chest 


On the other hand, one hundred announcements per 
week all concentrated in a 12-hour period before 50%, of 
the week’s grocery shopping is done—that’s wall-to-wall in 
the medicine cabinet. 

(2) You can’t get much press coverage in buying a net- 
work radio program these days. Partially, that’s because 
few are sold outright to one advertiser and, partially, be- 
cause the cast of characters is familiar and there’s so much 
pressure from television program publicity. 

And even if you buy an hour at night on a radio network, 
it lacks the intrinsic excitement of an hour spectacular on 
network television with dealers, jobbers and editors. That 


can get me a place in the line at the USES office but it’s 
a fact. 

But let’s open the medicine cabinet. 

Suppose you buy one hour at night, not on one network 
but on three networks—the same hour on each. That’s 710 
stations, give or take a dozen. 


Something with the excitement of Murrow on vice 


Suppose you broadcast something with the built-in excite- 
ment of Ed Murrow’s last-season report on vice, something 
exclusive on radio, something that radio can do as well, if 
not patently better, than other media. You should have a 
medicine cabinet ankle-deep in broadloom. 

Neither of these plans offers the bread-and-butter kind of 
long-term buying that most accounts do in radio. I cannot 
conscientiously recommend either as anything but what 
they are—the big splash, gimmicky, showmanly, one-of-a- 
kind, that field salesmen can translate into orders for re- 
tailers and that can move listeners toward the product faster 
than the usual radio plan might. And both are within the 
price range of the medium-sized advertiser. 

Take (1), what we call at RAB, the “Own Thursday” 
plan. Four weeks of this in markets where 50% of the 
grocery dollars are spent would cost less than $230,000 for 
the schedule that would put a product on the air 100 times 
all day Thursday. 

Or (2), even with an over-generous $25,000 for the pro- 
gram, the three-network buy plus spot placement in about 
100 major markets to “heavy up” coverage would amount 
to about $55,000. 

In each case, the sheer weight of announcements or sta- 
tions equals showmanship. But in both cases, the bigness 
accumulates additional showmanship by a simple and in- 
expensive switch. To page 96 
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ELEVISION is virtually all things to most 
" [americans teaches for the intellectu- 

ally curious, boon for the spectator 
sportsman, nirvana for the shut-in, whipping 
boy for the snide, frigate for the vicarious 
traveller. It’s a love-story in the early after- 
noon, a nursery in the late, a news bulletin 
anytime. It’s a walk in the park, forum for 
the thoughtful and microscope slide for politi- 
cal candidates. It’s an empathetic counsellor, 
a weather report, a shot in the dark and a 
trek across hostile Indian country. It’s jazz at 
the Philharmonic and a Verdi opera. 





PEDESTAL 





And yes, to some, unfortunately, it can 
be too many spots back-to-back, or a quiz 
show with omniscient contestants; to others, 
a tired old Class B movie in place of crea- 
tive local programming and public service. 


To us, television is a medium with 
endless vistas and inherent responsibilities. 
We try to meet those responsibilities whole- 
heartedly and with imagination. Our audi- 
ences—and the number and calibre of our 
clients—give us reason to believe we are 
achieving that goal. 


Responsibility in Broadcasting 


CORINTH LA 
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McMAHAN from page 37 


Tape on Hand: 3 production sequences 
lifted from the previously prepared com- 
mercials; 3 sequences of cars in action on 
the Detroit test track, which were pre- 
viously shot with television tape mobile 
equipment. 

Film: 6 newsreel sequences from the 
Economy Run; and miscellaneous back- 
ground shots from the Economy Run 
setting, for use with electronic matting. 

Tape, Live from Cellomatic: 1  se- 
quence (engine diagram) to be staged. 

Tape, Live With Film Backgrounds: 
3 live studio interviews with drivers, to be 
staged with electronic matting against 
Economy Run film background setting. 

Tape, Live With Still Background: 3 
live sequences with on-camera announcer, 
to be staged with electronic matting 
against a stylized 8x10-inch painting of 
Pike’s Peak. 

Slides: 7 titles for superimposures. 

Film Animation, Against Tape Back- 
ground: | standard signature animating 
the Chrysmobile logo (previously shot on 
a film animation camera stand), to be 
presented over tape scene of precision 
engineering work (lifted from Chrys- 
mobile’s recent closed circuit telecast on 
tape). 

It looks a bit complicated on paper, 
but the production team has it well or- 
ganized. The animated diagram from 
Cellomatic is scheduled first. The client is 
present and approves the second take. 

More time than scheduled is needed 
for the drivers. They work in their driv- 
ing gear and electronic matting makes 
them appear against the background (on 
film) of the Economy Run finish. One 
driver blows his lines three times, but 
soon good takes are all on tape. 


Alternate takes for research 


The announcer’s lines for each of the 
three films have to be shot two ways. 
Copy and research decided late Monday 
that there are two distinct approaches 
on this economy story. Two complete 
versions of the commercials will be made 
and pre-tested on studio audience panels 
tonight at 7:30. 

Now it’s 4 o’clock and all the live 
studio material is on tape. Meantime, 
editing has been gearing all the compo- 
nents for final assembly. The separate 
tele-tape sequences are synchronized on 
two rolls, “A” and “B,” so they can be 
put together with dissolves and other 
opticals. Then “A” and a third reel “C” 
will combine for the alternate research 
version. 

At 5:15 assembly rolls. The film news- 
reel stuff is pretty flat—it was an overcast 
day—but the video control man “crisps” 
it up during the first transfer to tape. 
Then, since it is black-and-white and the 
rest of the commercial is in color, it is 
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decided to tone the newsreel portion in 
sepia. It looks better now. 

By 7:10 the three commercials and al- 
ternates are wrapped up. A little time has 
been lost because the client didn’t like 
the way the announcer pronounced 
“Chrysmobile” in one spot so the one 
word is erased on the sound track and 
the announcer punches it in with more 
emphasis. All in all, the client is very 
happy as he goes out to dinner. 

Two quick duplicates—in color—are 
run off and one set rushed over to the re- 
search session. Audience reactions are 
good, but research won't have the final 
tabulation until the morning. 

It turns out the alternate version wins 
out on “total recall” in research and at 
10 a.m. Wednesday they cut ’em into the 
spectacular’s tele-tape—with 12 hours to 
spare. .. 

So if this is the particular Wednesday, 
maybe you'll watch them on the air to- 
night. Everyone at the agency is pretty 
proud of them. 


Let’s move the date up 


Now, the date of the Chrysmobile story 
is April, 1959—but most of these tape 
tricks were actually done in the major 
production centers of New York and 
Hollywood before mid-summer, 1959. 

For instance, Kellogg had pioneered 
electronic matting for tape commercials 
on What’s My Line, Pittsburgh Plate 
Glass was photographing moving auto- 
mobiles on location and microwaving to 
tape and Mercury was combining film, 
tape and live TV. 

—But let’s make it clear that this more 
advanced type of tape commercial pro- 
duction is not “normal”. Far too often 
video tape is used only to record and 
“foolproof” live TV commercials. 

Video tape was introduced in April, 
1956. 

For commercials it was not used until 
fully a year later in 1957, and then it was 
used only with typical live television 
scripts. 


Kellogg and Gem used tape creatively 


Creatively, tape commercials began 
their “break-through” early in 1959 with 
Kellogg, Pittsburgh Plate Glass and Mer- 
cury as mentioned, and such other in- 
novators as Zest, Kent, Revlon, Newport, 
Crackerjack, U. S. Steel, Gem Razor and 
Chrysler Corporation. 

As of September, 1959, only about ten 
production houses—primarily in New 
York and Hollywood—had the facilities 
to produce these more advanced tape 
commercials. Only 11 mobile units were 
in operation throughout the world. But 
a projection of plans indicated facilities 
would increase rapidly in late 1959 and 
early 1960. END 
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Radio Land. 

And the Crosley WLW Stations have 

tried to be good citizens under these 

9 State banners—thru service to their 
communities. 

For it has always been the principle of 

the Crosley Broadcasting Corporation 

that a Television or Radio Station must 


be truly a good neighbor in its 
community — by performance and 1 
leadership in entertainment, religion, 
education, news, safety, health, civic { 
and charitable causes, fine arts, and 
for the fundamental freedoms of 
our Nation. | 
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The WLW Stations pledge continued 

Service—unfurling progress and patri- F 
7 otism before them for the 20 million 
people of these communities. This is 5 
our Pride and our Privilege! ; 
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HOW THE 39 NEW NIGHTTIME NETWORK SHOWS 
WILL RANK IN AUDIENCE SHARE THIS SEASON 


Previous | 
‘2 program share 


Estimated 
share 








March-April New program Nov.-Dec. 
34% Deputy 41% 
15 Riverboat 38 
28 Twilight Zone 38 
34. Bonanza 36 
31 The Rebel KT) 
25 Laramie 36 
vie) Ford Specials 35 
43 The Detective 34 
32 Wichita Town 33 
37 Love and Marriage 32 
i} Adventures in Paradise 32 
34 Hotel De Paree 32 
42 Hennesey 31 
14, Bourbon Street 31 
y Man into Space Ki 
25 The Plainsman 31 
44 Challenge 31 
46 June Allyson eTe) 
vie) Johnny Staccato 30 
ys v0) Five Fingers Kie) 
26 NBC Specials 29 
24 Sunday Showcase 29 
19 Fibber McGee 29 
22! The Alaskans 27 
Rie) Dobie Gillis 27 
vie) Hawaiian Eye 27 
30 Johnny Ringo 27 
18 Untouchables 273 
23 Man From Blackhawk 27 
33 Philip Marlowe 27 
28 Mr. Lucky yz.) 
24 Tightrope yz) 
17 Troubleshooters 24 
28 Dennis, the Menace 24 
yh) Goldie yx) 
y Dennis O'Keefe 21 
13a Tdke a Good Look vie) 
28 Hobby Lobby yi) 
14 High Road 18 
26 Average 33 
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THE MANAGEMENT MAGAZINE 
OF BROADCAST ADVERTISING 


THE NEW SEASON'S 
RANKINGS IN ADVANCE 


| An exclusive prediction of future program performance. Here is N. W. Ayer's share of audience 


forecast for all nighttime network shows, covering the November-December rating period. 


DDs are that advertisers seeking success with new shows 
O this season will not see their hopes dashed or bankrolls 
evaporate without result. 

Unlike last season, a large number of the new programs 
probably will be strikingly successful. Last year, 16 of 29 new 
shows were cancelled. This season’s new shows probably 
will make the ratings road rougher for many of the older 
programs, with some even falling by the wayside. 

They are bound to make network competition even more 
fierce, ABC-TV a comer, NBC-TV improving and CBS-TV, 
long the leader, in a tighter spot. 

The impact of the new shows should result in better tele- 
vision for sponsor and viewer alike. 

These predictions are the substance of forecasts of share of 
audience for all nighttime programs for the season of 1959- 
60, covering the November-December rating period and pre- 
pared for N. W. Ayer & Son by its program analyst, James H. 
Cornell. They are presented exclusively by TELEVISION 
MacGazinE for the second consecutive year. (See ‘““The New 
Season’s Rankings In Advance!”, TELEVISION MAGAZINE, 
October, 1958.) The forecast does not take into considera- 
tion program shifts after September 15. 


Deputy, Riverboat, Laramie and Rebel will be leaders 


The new programs will set the pace for the coming season, 
according to Cornell. He singles out Deputy, Riverboat, 
Twilight Zone, Bonanza, The Rebel, and Laramie as the 
new shows that will lead the way. Among the old ones, he 
sees Lassie, Lawrence Welk, Pat Boone, and Dinah Shore as 
those which will be in the greatest peril. 

Westerns and action adventure will continue to dominate 


ight: Deputy, starring Henry Fonda, is ranked first among the new programs. 


as a program type, to the irritation of the critics, says 
Cornell. Four out of his first five shows are westerns; seven 
out of his top eleven shows are the same. He forecasts an- 
other good season for many of the older westerns such as 
Gunsmoke, Wagon Train, Maverick, and Zane Grey. 


Danny Thomas, Hitchcock and Father to remain tops 


The program analyst thinks many of the other old shows 
will continue to be very successful. Among them are Perry 
Como, now in his new Wednesday time period, What’s My 
Line, This Is Your Life, Danny Thomas, Alfred Hitchcock, 
Price Is Right, and Father Knows Best. 

Cornell predicts that the Ford Specials on NBC Tuesday 
night will be moderately successful, but doesn’t think NBC’s 
Friday specials will do as well. These are the only specials 
whose share he has calculated. Many of the irregularly pro- 
grammed specials are still being worked on and their shares 
cannot be calculated. 

Here are some of Mr. Cornell’s figures which reinforce his 
predictions. There are 150 half-hours programmed by the 
networks. Of these, 65 will present the same program, 12 
will carry different programs but with about the same basic 
appeal as those they replaced, and 73 time periods will be oc- 
cupied by programs with a completely different appeal. Of 
these 73 time periods, 59 will produce higher shares of audi- 
ence, 14 will produce lower shares of audience. If Cornell is 
correct, the great bulk of the new programs consequently 
will present entertainment which is better than last year’s 
offerings. - 

There is another way to state the same fact. Last March- 
April, the new programs averaged a 26 per cent share, ac- 

To next page 
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RANKINGS IN ADVANCE continued 


Vetwork power plays are on different nights than last season as the medium grows more competitive 


ling to Nielsen; this November-December, Cornell sees 
them as averaging a 29 per cent share; last March-April, the 
programs, those which remained fixed in their time 
received a 37 share; this November-December, 
their average share is calculated at 32 by Cornell. Again, 
ding to Cornell, the new profits at the expense of the 


perl ds, 





OLD VS. NEW PROGRAMS 


Share of previous Estimated share 





program November- 

March-April December 
Programs Remaining ........ PP ivticnnaswueawals 32 
7 New Programs ............. BOs ciniaicsiecion een’ 29 
E NGW PrOg@raims ....:..0000060 Biers Seer neaiiocettes 29 








ong the new entries Cornell looks for 25 to receive 
higher than the programs they replaced; eight will be 
oints higher, and nine, ten points higher. Seventeen of 
the new programs therefore, should be watched by sub- 
ially larger audiences, a condition which may play a 
in increasing set usage. Of the 39 new programs, he 
ts only seven to get less than a 25 per cent share, the 
r point. 
Last season was an off one for new programs; few distin- 
ied themselves. Aside from such shows as Rifleman, 
Strip, and Peter Gunn few made any impact on the 
public. In certain time periods, an improvement in share is 
pretty certain; for example, last season Northwest Passage, 
VBC program in the 7:30-8 Sunday night time period, 
ed a 10 share in November-December. Cornell expects 
new NBC entry in the time period Riverboat, an hour 
tarting at 7 p.m., to almost quadruple the share. 
(he medium will continue to grow more competitive, ac- 
ng to Cornell forecasts. Last season the top 27 programs 
average 42 share in November-December; this season 
re expected to receive a 38 share; last year, the second 
of 27 programs got a 34 share; the expectation is 
ill receive a 32 share this November-December; 
ear the third group of 28 programs received a 29 
this year that share is expected to decline by one point; 
nally last year the fourth and bottom group of pro- 
averaged a 23 share, and they are expected to do the 
this year. 
Viarch-April of this year, CBS was the unquestioned 
its 35 share of audience in the evening was six points 
better than both ABC and NBC. This year, the new pro- 
will make all the difference. Mr. Cornell however, 
hesitates t6 select a winner because of the tightness of the 
race. His figures for November-December, 1959 give NBC a 
hare, CBS, a 31 share and ABC a 29 share. The spread of 
points does not indicate any great dominance by any of 
the networks. A major shift of programs early in the season, 
fo hich Mr. Cornell has not calculated, could, for ex- 
ample, throw his figures off. 
Cornell nevertheless, sees the networks as making their 
power plays on different nights than last season. He forecasts 
Friday and Saturday evening will go to CBS, (Friday 
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incidentally will probably be one of the most improved 
evenings during the week), ‘Tuesday and Wednesday to NBC, 
and Monday to ABC. 





ANTICIPATED SHARES OF AUDIENCE 
NOVEMBER-DECEMBER 1959 
Competitive TV Markets 





7:30-11:00 p.m. NBC CBS ABC 
BN Givkscnsccueees UN sate ceierarccie ore Bee relies tiausis'sale 33 
NONE ar utansicscesocae See /Sazele Brees acre hci iecduciee arcane 32 
NEPORIMONE a ioicse sescinvomenioteelen Bares sro disteislecere ee 3] 

Wednesday ..........46- Mil vemocecinecce BB soy case istoaers 23 
oe Ey erro _ Seer 28 
PAE oh iicab cinco ieee Pavano sano 2 ae ere 32 
NI sc alana vinoeiasersi ics trauusetortececs eee 21 

PORN hixesderesssdged Pvdvckadtvene iiesiotadéae 29 


*7-11 p.m. on Sunday 











The pattern this past season was different; CBS held sway 
on Saturday, Sunday and Monday; ABC on Tuesday and 
NBC on Wednesday. ABC’s new Monday night and late Sun- 
day night programs are expected to cut into the CBS share 
those evenings, and NBC’s new Tuesday night programs are 
expected to do the same against ABC. 

Though Cornell expects much from ABC during the com- 
ing season, he also maintains that NBC will present much 
better new entertainment; 31 of its periods are being oc- 
cupied by new tenants, and of these, 28 will offer increased 
shares of audience. ABC replaced the programs in 28 of 
its time periods; of these, 22 will produce higher shares. 
CBS, the pacemaker, naturally made the least programming 
innovations. Of its 14 changes, nine are expected to deliver 
higher shares. So though Cornell sees the new CBS shows 
as performing well, he expects the network to be hurt 
mostly by its older properties. 


A sound approach to program buying and placement 


Cornell’s predictions last year established the general 
soundness of his approach. With all the imponderables in- 
volved, he is the first to agree that he cannot select the exact 
shares of 150 time periods. But his intention is to perfect a 
technique that will help sponsors in their program buying 
and placement. 

Here’s how the technique worked last year. Cornell 
selected 50 out of 100 shows involved with an accuracy range 
of three share points, and over two-thirds within a five point 
range. Since statistically a one or two point error is meaning: 
less, this adds up to an impressive record. (See “The Current 
Season: Provhesy and Performance”, TELEVISION MAGAZINE, 
April, 1959.) 

Though there were program changes in 12 out of the 49 
time periods analyzed, he selected the time period winner in 
37 periods, the losing show in 36. Six misses on winners oc- 
curred by one point each. 

Here’s how his predictions worked out in terms of rank- 
ing; of the programs he chose for the top 25, 21 made this 


grouping. Of the shows he chose for the bottom 25, 17 came 
To page 82 
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7:00-7:30 Colt .45 28% Lassie 24% Riverboat 41% 
7:30-8:00 Maverick 36 Dennis, the Menace 24 Riverboat 36 
8:00-8:30 Maverick 41 “Ed Sullivan 26 NBC Showcase* 28 
8:30-9:00 Lawman 38 _ Ed Sullivan 31 “NBC Showcase* 29 
SUNDAY 9:00-9:30 Rebel* 36 G. E. Theatre 31 Dinah Shore 27 
9:30-10:00 Alaskans 28 Hitchcock 35 Dinah Shore 28 
10:00-10:30 Alaskans 26 Benny & Gobel 37 Loretta Young 29 
10:30-11:00 World of Talent* 26 ~ What's My Line 46 Local 20 
Average 33% 33% 30% 
7:30-8:00 Cheyenne 37% Name That Tune 27% Richard Diamond 25% 
8:00-8:30 Cheyenne 37 The Texan 22 Love & Marriage 32 
8:30-9:00 Bourbon Street 31 Father Knows Best: 35 Wells Fargo 29 
MONDAY _ 9-00-9:30 Bourbon Street 31 Danny Thomas 37 Peter Gunn 28 
9:30-10:00 Ady. in Paradise* 32 ._Ann Sothern 34 Alcoa-Goodyear 29 
10:00-10:30 Ady. in Paradise* .31 Hennesey* 31 Steve Allen 32 
10:30-11:00 Mike Kovac 26 June Allyson* 30 — Steve Allen 3% 
Average 32% 31% 30% 
7:30-8:00 Bronco/Sugarfoot 32% ~ Local 20% _ Laramie 36% 
8:00-8:30" Bronco/Sugarfoot 32 Dennis O'Keefe 21 “Laramie 36 
8:30-9:00 Wyatt Earp 35 . Dobie Gillis 27 Fibber McGee 29 
TUESDAY 9:00-9:30 Rifleman 43 _Tightrope* 25 Arthur. Murray ‘25 
9:30-10:00 Philip Marlowe 27 . Red Skelton 29° Ford Specials* 35 
10:00-10:30 Alcca Presents 28 Garry Moore 27 Ford Specials* 35 
10:30-11:00 Keep Talking 20 Garry Moore’ 35 ~~ Local 30 
Average 31% - ; 26% 32% 
7:30-8:00 Local 20% Lineup 25% Wagon Train 45% 
8:00-8:30 Hobby Lobby 20 Lineup 25 Wagon Train. 46 
8:30-9:00 Ozzie & Harriet 26 Man In Space 31 Price Is Right 35 
WEDNESDAY 9:00-9:30 Hawaiian Eye* 27 ‘Millionaire 25 Perry Como 43 
9:30-10:00 Hawaiian Eye* 26 I've Got a Secret 30 Perry Como 39 
10:00-10:30 Boxing 20 Armstrong & 26 This Is Your Life 40 
10:30-11:00 Boxing 20 U.S. Steel 33 Wichita Town* 33 
Average 23% 28% 40% 
7:30-8:00 Gale Storm 28% Tell the Truth 30% Plainsman 31% 
8:00-8:30 Donna Reed 32 Goldie* 23 Bat Masterson 35 
8:30-9:00 McCoys 37 Johnny Ringo 27 Johnny Staccato 30 
THURSDAY 9.00-9.30 Pat Boone 27 Zane Grey 38 Bachelor Father. 27 
9:30-10;00 Untouchables 27 Playhouse 90 32 Ernie Ford 32 
10:00-10:30 Untouchables 26 Playhouse 90 34 Groucho Marx 32 
10:30-11:00 Take a Good Look* 20 Playhouse 90 37 Dollar a Second 30 
Average 28% 32% 32% 
7:30-8:00 Disneyland 32% Rawhide 34% People Are Funny 25% 
8:00-8:30 Disneyland 32 Rawhide 34 Troubleshooters 24 
8:30-9:00 Man from Blackhawk 27 Hotel De Paree 32 Specials* 32 
FRIDAY 9:00-9:30 77 Sunset Strip 34 Desilu 32 Specials* 26 
9:30-10:00 77 Sunset Strip 35 Desilu 32 M Squad 25 
10:00-10:30 Detective* 34 Twilight Zone 38 Boxing 20 
10:30-11:00 Black Saddle 31 Person to Person 32 Boxing 19 
Average 32% 33% 25% 
7:30-8:00 Dick Clark 22% Perry Mason 33% Bonanza 35% 
8:00-8:30 High Road 18 Perry Mason 35 Bonanza 36 
8:30-9:00 Beaver 26 Dead or Alive 33 Challenge 31 
SATURDAY 9:00-9:30 Welk 26 Mr. Lucky* 26 Deputy 41 
9:30-10:00 Welk 26 Have Gun 37 Five Fingers 29 
10:00-10:30 Jubilee 13 Gunsmoke 50 . Five Fingers 31 
10:30-11:00 Jubilee 15 Markham 42 It Could Be You 25 
Average 21% 36% 33% 
MONDAY -SUNDAY§ 7.30.11.00 p.m. Average 29% 31% 32% 
*Unscreened 
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RANK P, MopEL 


( \, NE day last August, a phone call from a New York adver- 
) (ising agency shattered the solitude of Gail Smith, on 
tion in California from his new job as General Motors’ 
irst director of television advertising. 
1e problem: Should the agency, representing one GM 
division, grant a talent agency’s unexpected request for ad- 
ce payment of some $225,000 for a color spectacular taped 
| packaged for airing this winter? 
ithin 24 hours, Smith had an answer from his boss in 
Detroit, William F. Hufstader, vice-president of GM’s Dis- 
tribution Committee: Pay the bill, but with the explicit 
proviso that such payment was not to set a precedent for 
future dealings. 
Che quick decision and the way it was handled underscore 
role and importance of a new kind of advertising execu- 
the corporation TV specialist. 

Part liaison man, part troubleshooter, he can be found 
mn the payroll of such advertisers as AT&T, Borden, Bristol- 
\iyers, Colgate-Palmolive, Du Pont, General Foods, Kaiser 
Industries, Revlon and U.S. Steel. 

While his title and functions vary from company to com- 
pany, he usually concentrates on either programming, the 
yroduction of TV commercials, media buying and budget 
control, or on all areas at once. 


A job tailor-made to each company’s needs 


One of the most outstanding characteristics of the corpo- 
ration IV specialist's job is that it is tailor-made to the spe- 
cific need of each company that employs him. His duties, 
therefore, do not fit into a standard pattern as does the ad- 
vertising agency’s ‘TV programming head. 

\lore often than not the TV specialist reports to the chief 
idvertising executive of the corporation. In some cases he’s 
responsible directly to the company president, or to the pub- 

elations director if his company has to sell a corporate 
image as well as products. 

Some of the present TV specialists have been on the job 
for some time, e.g., Charles Matthew Underhill became U.S. 
Steel’s director of TV and visual media four years ago, 
Charles E. Crowley became manager of Du Pont’s television 
section in 1957. Yet the creation of similar posts at other 
orporations has increased in the last year or so: GM’s Smith, 

rmerly a TV program specialist at Procter & Gamble took 

present job last May; John Hill Tyner became TV adver- 
tising coordinator at Bristol-Myers Products Div. this sum- 
mer after B-MP revamped its marketing organization. 


There are, of course, as many reasons for the emergence 
of corporation TV specialists as there are companies that 
employ them. Four interrelated pressures, however, stand 
out above the others focusing some of the most important 
trends in television in particular, and in marketing in 
general: 

1) Advertisers’ increasing investment in television has 
created the need for a specialist to assist the chief advertising 
executive to coordinate company TV activities. Last year 37 
of the Top 50 national advertisers made TV their primary 
medium (see “The Top 50 Advertisers,” TTELEVision MaGa- 
ZINE, September, 1959). In 1958, General Motors allocated 
a greater slice of its media budget to network TV than ever 
before. General Foods continues to make network TV its top 
media weapon. This year, Revlon will spend $8,000,000, or 
75%, of its entire advertising budget, on 20 TV spectaculars. 

2) ‘Today’s multi-line marketers such as Bristol-Myers and 
General Foods need to coordinate the TV efforts of an 
increasing number of product groups or divisions, each 
clamoring for more commercial time. This pressure, plus the 
constant introduction of new products, often requires a spe- 
cialist to get the best media buy possible and to avoid prod- 
uct conflicts. 

3) Intensifying the problem of discounts and product con- 
flicts, of course, is the current trend to fractionalized buying 
of time. This has opened up a two-way street: on one hand, 
the multi-line advertiser who buys participations or alternat- 
ing time periods often needs a specialist just to keep the 
schedule straight for all its products; on the other hand, com- 
panies resisting the multiple sponsorship trend, e.g., Gen- 
eral Foods and Colgate-Palmolive, and seeking to retain 
corporate identification by maintaining regularly scheduled 
shows, require someone to organize the rotation of prod- 
ucts within the single programs. 

4) The managements of companies such as AT&T, Du 
Pont and U.S. Steel, with a corporate image to sell as well 
as their products, find that a specialist, intimate with the 
intricacies of TV, will make sure that their broadcasting 
efforts are consonant with company policy. In some cases, 
such as at Kaiser Industries, the TV specialist has been hired 
by a management long on manufacturing and production 
experience, but short in sophistication concerning the 
medium and consumer products. 

While these pressures underscore the raison d’etre for a 
TV specialist on the payroll, they also highlight his often 
unusual, and paradoxical position. On one hand, he’s the 


[V's increasing complexity has produced a new kind of executive at companies ranging 


Votors and Revlon to Kaiser. Yet his scope and his authority are often limited by the 


The corporation T'V specialist — Man! or 
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corporation’s watchdog on the millions spent in TV. His 
goal is to maintain the overall advertising efficiency of the 
corporation. On the other hand, he faces the ticklish prob- 
lem of coordinating and centralizing the activities of divi- 
sions or product groups, often autonomously pursuing their 
own marketing objectives. 

To understand this problem and its significance, one must 
examine the status of the TV specialist at three package 
goods companies—General Foods Corp., Bristol-Myers Prod- 
ucts Div., and Colgate-Palmolive—at a basically-industrial 
marketer, U.S. Steel, two heavily-decentralized companies, 
AT&T and Borden Milk & Ice Cream Co., and two other 
firms, Kaiser Industries and Revlon, where the TV specialist 
sits close to the throne. 


Centralization within decentralized corporation 

“You must exercise a certain degree of centralization in 
an entirely decentralized corporation,” says one of these 
specialists. ‘““You can’t have too many cooks spoiling the 
delicacy of television.” 

Just how this is avoided is shown by General Foods Corp.., 
whose director of broadcast programming, Herbert Allan 
Dingwall Jr., explains: 

“We solicit from each of the products their individual 
needs as related to television. The function of this (central) 
office is to coordinate the needs of the brands and to make 
sure that all our GF products get the maximum benefit from 
their advertising dollars in reaching the greatest number of 
people in the most economical way. 

(Translated, it simply means that with all its program 
buys, General Foods is in the position to save itself some 
$5,000,000 in network discounts.) 

“The peculiarities of television, we feel,’’ Dingwall goes 
on, “are such that in this particular advertising medium, a 
programming specialist in television is necessary. With 
multi-sponsorship, different brand requirements and the 
very nature of television itself, this specialized training is 
necessary for an advertiser to have on his payroll.” 

Dingwall sees in his job, as the single most important re- 
quirement, that of diplomacy. What must make his job 
easier is that GF acknowledges that it, too, must reckon with 
the paradox of maintaining a semblance of centralization 
in what is essentially a thoroughly decentralized operation. 

A former radio-TV producer and account executive at Ted 
Bates, Dingwall, 39, came to General Foods in January 1957 
in his present post, one of three advertising specialists re- 

To page 87 
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Top row (I. to r.): 
CHARLES E. CROWLEY, 


E. 1. DuPont de Nemours & Co. 


CHARLES M. UNDERHILL, 
United States Steel Corp. 
MORTON J. GREEN, 


Revion, Inc. 


Center row: 

H. ALLAN DINGWALL, JR., 
General Foods Corp. 

R. MORTON WERNER, 
Kaiser Industries Corp. 
JOHN H. TYNER, 
Bristol-Myers Products Co. 


Bottom row: 

GAIL SMITH, 

General Motors Corp. 
WILLIAM E. HAESCHE, JR., 
American Tei. & Tel. Co. 
GEORGE T. LABODA, 
Colgate-Palmolive Co. 


51 











Television Magazine’s Media Strategy Committee 


ROBERT BOULWARE 
& associate media director, Fletcher Richards, Calkins & Holden, 
ew York 
AWRENCE DECKINGER 
y.p. & media director, Grey Advertising, New York 
WILLIAM C. DEKKER 
, media, McCann-Erickson, New York 
ESTER A. DELANO 
, marketing services, North Advertising, Chicago 
AUL GERHOLD 
, media & research, Foote, Cone & Belding, New York 
HARRY M. JOHNSON 
edia director, Campbell-Mithun, Minneapolis 
FRANK KEMP 
, media, Compton, New York 
AMES McCAFFREY 
ior v.p., Ogilvy, Benson & Mather, New York 
»D MacDONALD 
& media director, Guild, Bascom & Bonfigli, San Francisco 
EWMAN F. McEVOY 
enior v.p., Cunningham & Walsh, New York 
EONARD MATTHEWS 
marketing services, Leo Burnett, Chicago 
VILLIAM MATTHEWS 
& director of media relations and planning, Young & Rubicam, 
ew York 
ARTHUK A. PORTER 
., media, J. Walter Thompson, New York 
RICH 
& media director, Benton & Bowles, New York 
R. RIEMENSCHNEIDER 
edia director, Gardner Advertising, St. Louis 
MAXWELL ULE 
enior v.p., Kenyon & Eckhardt, New York 
BLAIR VEDDER 
>. & director of media, Needham, Louis & Brorby, Chicago 








By JAMES McCAFFREY F 

ry Hose of you who have followed at all closely the series 
of pieces developed by various members of TELEVISION 

MAGAZINE’s Media Strategy Committee must surely have 
een impressed by the enormous attention paid to detail in 

formulating the plans. 

[t never ceases to amaze me how much more intelligent 
ind thoughtful such analyses have become in the last fifteen 

twenty years. Part of this development has been a neces- 
sity, of course. The planning of media strategy and the buy- 
ng of media have become highly complex propositions. 
Chey have come to require more knowledge, greater con- 
centration and harder work. 

Equally amazing are the extra values which accrue to the 
advertiser when thorough, painstaking media work is pro- 
duced. Many of the little things—the pluses and minuses in 
nedia evaluation which, individually, are small in them- 
elves—can create formidable differences when they are 
considered in the aggregate. 


‘The days of pure intuition are over" 


[his is the bread and butter work of media planning. 
Without it, an agency can’t really compete on even terms 
in our highly competitive business. The days of pure intui- 
tion and insight are over. The advertiser today demands— 
und must get—the best talent and most careful work the 
media area has to offer, just as he’s consistently seeking the 
greatest creative inspiration possible in his advertising. 
We've become a breed of sophisticates. We know much. We 
must know more. Guesswork has gone the way of the dodo 
bird 

So, when I say there are other dimensions to intelligent 
media planning beyond the application of modern, up-to- 
ate media research, and exhaustive statistical analysis, I’m 
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The Changing 


not criticizing these fundamentals. I’m merely stating that 
sheer intelligence and logic have by no means been removed 
from the picture. They’re as essential as they ever were, only 
they operate under firmer control. 

Our Committee has chosen to illustrate the strategy, tac- 
tics and execution of media planning by means of case his- 
tories. In each one, you'll find illustrations of these other 
dimensions, where decisions affecting major strategy could 
not have been made merely on the basis of mechanical 
analysis. This is what separates the men from the boys. 


A career in media offers more rewards today 


This is what has caused management throughout the 
business to alter its views of fifteen or twenty years ago, rel- 
ative to the media planning and buying function. This is 
why a career in a major agency’s media department today 
has become so much more attractive than it was years ago. 

Let me give you some examples of what I’m driving at. 
Notice the number of references in the series to the fact that 
creative strategy has had a great bearing on the development 
of media strategy. We operate on that thesis at OBM. So do 
most other first-class agencies today. If, in the development 
of creative strategy for a product, it’s determined that a 
certain method of presentation is ideally suited for transmis- 
sion of the message, no good media man in his right mind 
will take the point of view that such strategy ought to be 
changed in order to indulge in what are often marginal 
media advantages in another direction. 

Some years ago, the situation was quite different. I can 
remember telling copywriters, at a very tender age, “We can 
only afford to run 175-line ads. So put your message in 175 
lines.” And they did it. And often it wasn’t very good ad- 
vertising. 
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MEDIA STRATEGY SERIES 


Television Magazine 





vo. 6 


James McCaffrey, senior vice-president at Ogilvy, 


Benson & Mather, examines the qualities 


the good media strategist must have to meet today’s marketing challenge 


g| Role of the Modern Media Planner 


This is not meant to negate the contribution the media 
planner can make in developing overall advertising strategy. 
When television ID’s were born, many copywriters laughed 
out loud. But media planners began recommending them on 
the basis of broad reach at low cost. And the writers soon 
discovered that certain messages adapted themselves ad- 
mirably to this format. 

So, sound media planning today is essentially a blending 
of broad knowledge and experience, careful analysis (aided 
and abetted by the most up-to-date and modern research 
techniques), and plain common sense. There is no substitute 
for this last. 

The really able media strategist and planner has a good 
grasp of all phases of the marketing and advertising picture. 
He ought to know the difference between a good ad and 
a poor one, a strong commercial and a weak one. He ought 
to recognize and understand fully the importance of a 
creative platform and its execution in the advertisements 
themselves. And he need not be a writer to do so. 


Media planner should be astute critic and coordinator 


A good media planner today ought to recognize when 
picture, headline and copy work together to make a sale, 
and when they do not. He ought to be able to distinguish 
between good and bad storyboards. A flaw in the visualiza- 
tion of what is thought to be a great television idea may be 
more in the concept itself than in the execution. If so, a 
complete departure in media strategy may be the order of 
the day. 

A good media planner ought to be familiar with research 
techniques, not only those referring to his own immediate 
area, but those applying to sales and copy as well. 

He should have a knowledge of show business, and the 


feel for what attracts people to television programs and the 
pages of various magazines. He must have taste and imagina- 
tion. 

And he must have a broad understanding and a deep 
appreciation of an advertiser’s problems and his organiza- 
tion. After all, media planning is really solving problems, 
and if the problems are not understood, the answers can’t 
help but be off-target. 

Difficult? Yes, but rewarding. And, as our business con- 
tinues to grow and develop, virtually essential. The media 
planner of years ago was basically a specialist. Now he must 
be a broad thinker. As such, wide knowledge is a require- 
ment. 

Since I seem to be describing the qualities I consider 
essential in the modern media planner, let me give you some 
others—along more general lines. 


The media planner as a salesman 


First of all, it helps for the planner to be a good salesman. 
This refers to the spoken, as well as to the written, word. 
I’ve known a number of able, intelligent people in this end 
of our business, whose careers have not gone as far as they 
might, because they don’t really understand how to express 
themselves. By the same token, the media planner who can 
both write and present work orally with clearness and 
conviction is a valuable man, indeed. 

I’ve always thought that these characteristics, although 
some people seem to come by them naturally, can be in- 
stilled in the average person by training and diligent prac- 
tice. However, few individuals seem willing to take the time 
to do this. A short-sighted view of things. 

Secondly, try to remain open-minded in the matter of 
media analysis. ‘Too many people today are known as “‘broad- 

To page 91 
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Over the years, says Gillette president Boone Gros 
the company has perfected its strategy ¢ 
programming sports to reach nine out of ten me 
and a growing audience of wome 


GROSS OF GILLETTE, 
ALWAYS A JUMP AHEAD 


By LEon Morse 


‘| ‘ HE greatest weakness of American advertising is that 
ompanies get bored with their own advertising before 
public does. Other advertising seems to look better to 
1. Over here, the grass on the other side of the fence 
sn’t look any greener. We give people and things a 
nce to prove themselves.” 
(he speaker is Boone Gross, the president of the Gillette 
\pany, a firm eminently qualified to make this point. In 
iness populated mainly by sprinters, Gillette is indeed a 
distance runner; sponsorship of its Friday night fights 
back to 1944, the longest continuous holding operation 
[V today. The initial audience for the program was 
ilated at 6,000 families. 


Earnings have risen more than 800% since 1939 


vlere longevity however, can be a sign of hardiness. It is 
t necessarily a sign of success. But over the years, the Gil- 
Company has prospered mightily; net earnings have 
from $3,284,797 in 1939 to $27,565,182 in 1958. The 
pany which started by manufacturing razor blades in 
h Boston, Massachusetts now also owns the Toni Com- 
and the Paper Mate Pen Company; it has a Gillette 
oratories division. Gillette’s product lines have ex- 
led fivefold. 

ross, after sales experience in the automotive and liquor 
joined the Gillette Safety Razor Company thirteen 
s ago. As general sales manager, his first job, he pro- 
d the first billion blade year, and cracked quota two 

s earlier than expected. 
\dvertising is naturally one of his chief interests. Since 
company spends about 75 per cent of its budget in 
broadcast media, that responsibility is manifested by a 
entration on television, the main weapon in its media 


arsenal; network expenditures in 1958 exceeded $20,000,- 
000; spot TV hit $2,000,000. 

Gillette’s Cavalcade of Sports is the focus of its advertising 
concept. Gross remarks of Craig Smith, director of adver- 
tising for its safety razor division, ‘““He’s an advertising 
genius.” He credits Smith and the Maxon agency, which 
services the account and has since 1938, with perfecting the 
advertising on the Cavalcade of Sports. 

More and more, Gillette has recognized the basic sound- 
ness of its sports advertising. “Why, we started buying sports 
spectaculars years before the word was heard around the, 
network,” says 54-year-old Gross, a big raw-boned, pleasant” 
man. These sports specials propel a one-two punch—impact, 
plus continuity. 

Specials include the World Series, the All-Star Basebal 
Game, the Rose Bowl and Blue Grey football games, thé 
Triple Crown of Horse Racing (Kentucky Derby, Preak- 
ness and Belmont Stakes), the Professional All-Star Basket 
ball Game, and the World Match Game Bowling Champion 
ships. 


Gillette’s working theory: Sell prime prospects 


Such sports programming is nothing if not efficient. 
‘There are two theories of advertising,’” Mr. Gross observes. 
“One is the numbers theory. Reach as many people as you 
can with your program. Volume viewing is bound to create 
prospects and sales. We work according to the other theory) 
sell to your prime prospects—the men. And sports delivers 
them.” 

Gillette sets great store by the sponsorship identity off 
Cavalcade of Sports. “Our TV advertising gives us two 
things among others,” Gross maintains. ““We become asso 
ciated with the virile, the manly, and we become associated 

To page 56 
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GROSS OF GILLETTE continued 





he best in sports. And Cavalcade does something else 

wholly unique. It allows us to bring the audience 

hing they can’t get anywhere else. (You should hear 

crab in their letters when we don’t bring an event into 

r market.) There’s a large gratitude factor but we don’t 

them to buy our product out of gratitude. All the 

tude in the world won't sell a bad product. We don’t 

vant them to feel their ticket of admission to a game we 

sponsor is to buy razor blades. We want them to feel we are 

ing them for their business. And for those who aren’t 

our shaving products (which include shaving creams 

| as blades and razors) we try to create a commercial 

in which they will be most receptive to our adver- 
message.” 

Results would lead one to conclude that the message has 
been acted upon by most shavers. Gillette dominates the 
blade market to such an extent that competition is not even 

Even the tide of electric shave competition is said to 
eding slightly; in the last year Gillette reportedly in- 
creased its market share. 


Spang brought Gross to Gillette 


h of this sovereign position was the work of Joseph 
S] [r. who in the forties and fifties was the chief guiding 
behind Gillette (he retired in March of this year). 
he, too, who brought Boone Gross to Gillette. A deep- 
‘iced man, Boone Gross comes by his first name honestly. 
O mother’s side, he is a direct descendant of Ol’ Dan’l 
B the Kentucky pathfinder. 

s is unusually persuasive for a man with a formidable 
y background. A graduate of West Point (1926), Gross 
in the corps of engineers for two years before he left 
itary to go into private life. He rejoined the service 
the Second World War (“I promised myself I would 
if we ever get into trouble”) and served for four 

He left as a colonel in ordnance. 
esident of the Gillette Company, Gross is in charge 
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of merchandising and operations. He reports only to Carl J. 
Gilbert, its chairman of the board. 

Gross likes people. It is easy to see. He makes a practice 
of visiting the various Gillette factories often. The men there 
like him and he likes them. He talks freely and without the 
restraints his power might seem to confer upon him. His 
selling experience has led to a rapid understanding of ad- 
vertising and its principles. 

“They ask us how we can afford to spend $500,000 for the 
Rose Bowl Game,” Gross says. “I’m well aware of TV’s 
rising costs. But it’s not really $500,000 we’re paying. I look 
at it on a per listener basis. We can afford a penny a listener 
to get our message across for a long time.” 

Gillette has cashed in on its vision, its belief in the growth 
potential of TV. It concluded two long-term deals for radio 
and TV rights to the World Series and the Ail-Star Game; 
one was for six years and the other for five, extending 
through 1961. In the first, Gillette paid about $1,185,000 per 
year; in the second, beginning in 1958, it paid $3,250,000 
per year. The World Series reaches nine out of ten male 
listeners according to Gillette research. The Series has been 
seen by more than 100,000,000 Americans for the past sev- 
eral seasons. 

Beginning with preparations in June, Gillette centers its 
major promotion about the Series telecasts. Several times 
it has offered gift premiums free with the purchase of a 
razor: one year, it moved over 4,000,000 of a sports ency- 
clopedia. 

“Television is far and away the greatest advertising 
medium if you have anything to demonstrate,” Gross points 
out. “In the late forties, when we introduced our super- 
speed razor we found sudden, definite lifts in sales in the 
various markets as we added TV. In some, sales as much as 
doubled. And it’s been the same with our new adjustable 
razor (this year Gillette is selling a razor which adjusts to 
nine different positions). But if you don’t have something 
to demonstrate, your response isn’t as great. Blades can’t be 
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<4 Vincent C. Ziegler, presi- 
dent of the Gillette Safety 
Razor Company. Aft right, 
A. Craig Smith, v.p., advertis- 
ing for Gillette Safety Razor 
Company. 


Boone Gross: ‘We try to vary 
our pitch—with animation, 
stop motion, live action, jin- 
gles; anything that will create 
voriety and freshness.’’ Some 
of the company's commercials 
are shown at right. At top 
left, Peter Lawford demon- 
strates Gillette's razors. Jo- 
anne Dru appeals to the 
female audience. At lower left 
is Sharpie, the Gillette parrot. 





demonstrated as convincingly and the increase in our blade 
sales ran about four to five per cent when we started selling 
iton TV.” 

But the hearty executive believes he knows a way to use 
TV to sell products which aren’t too readily demonstrated. 
“To sell undemonstrable products, you must believe in the 
message and you must believe in the guy who is delivering 
it. That’s why we used Arthur Godfrey and Art Linkletter 
for so long for Toni; that’s why Mel Allen has been a stand- 
by on our Cavalcade. Of course, we use ball players in our 
blade commercials but we usually don’t let them sell. 
They're not good salesmen. It’s not their business. We use 
them in commercials because people are interested in them. 
They're merely a device to introduce the commercial.” 


Commercials are popular with viewers 


Through the years, the Gillette commercials on the Caval- 
cade have won numerous awards. “As a matter of fact,” 
Gross observes with pride, “in some letters they say they 
like the commercials as much as the fights.” 

Such success is no accident. “Remember if you get 10 
per cent more effectiveness in your commercial messages and 
you're spending $10,000,000 a year, you’re making $1,000,- 
000.” 

Gillette's shaver commercials pose a_ specific problem 
common to most sponsors of sports shows; how do you 
fill the amount of commercial time you receive productively? 
Baseball innings are divided in two; they can run minutes, 
a quarter of an hour or longer; fight rounds are shorter; in 
football games, the timeouts come at irregular intervals. The 
World Series presents the problem of filling a massive block 
of daily time which can last as little as four days or as long 
as seven days. 

The Gillette commercials must hit and run, but they can- 
not offend without leaving the sponsor worse off than before. 
The answer is freshness and variety which are naturally re- 
lated to each other. These qualities can only be gained by 







































using the multiplicity of commercial forms and techniques 
to the fullest extent. In addition, Gillette pays infinite atten- 
tion to detail. ““When we were trying to find a ‘Look Sharp 
March,’ ” Gross relates, “Craig Smith and I must have heard 
50 arrangements. 

“We try to vary our pitch as much as “Sad” Sam Jones 
does his,” Gross points out. He went on to elaborate. “In 
animation, we keep in the forefront of trends. Besides, we 
also use stop motion, live action, jingles; anything that will 
create variety and freshness. We use announcers, ball 
players, prominent people, even actors. When you come to 
actors, you have the handsome type or the more rugged 
types. We've used both. 

‘We realize the freshness of the commercial is just as im- 
portant as the freshness of the show. If you keep repeating 
old commercials, the audience is bound to tune them out. 
That doesn’t mean we change our platform or our story, 
but it does mean we keep changi::g our method of present- 
ing it. For this World Series we’re producing 15 new forty- 
five second commercials alone. 

“Naturally it’s not easy to know how many times to repeat 
a commercial. We have to play it by ear. But we do know 
that if it has a tremendous impact, we can only repeat it 
seven or eight times. If its impact is not so great, we can per- 
haps triple or quadruple its exposure. I suppose the greater 
the impact, the sooner it wears out. 

“We try to do something else. We don’t want to offend 
or irritate the viewer. Offensive commercials are not con- 
ducive to selling. We're not like some advertisers. Our other 
divisions don’t buy mystery shows for that reason. We don't 
want to try to sell a tense audience.” 

Gillette has pioneered a new commercial technique, the 
superimposition. It is an animated line drawing on film 
used between innings or rounds that permits the viewer 
to see what's going on while the commercial is being de- 
livered. They generally feature Sharpie, the Gillette parrot, 


in a variety of lighthearted situations. To page 95 
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A NEW GUIDE 
TO BUYING 
SPOT TELEVISION 


Here’s how co verage, 

unduplicated audience, frequency and cost 
accumulate as you increase your 

schedule in prime time. This chart is based on 
data from the Cume-Finder, a new 


reference tool prepared by 


CBS Television Spot Sales. 


: Announcements/spots are the average rated Sunday through Saturday announcements 
<BS-TV network stations in the 75 top markets; prime time is Class AA or AAA—generally 
anding to the three-hour nighttime network period; prime-time costs are based on the 
20-second rate before discounts (SRDS, April, 1959); coverage and audience are based on 
s of special studies by A. C. Nielsen Co. and CBS TV Spot Sales Research. 
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PRIME NIGHTTI 


[ New YORK 
LOS ANGELES 
CHICAGO 
PHILADELPHIA 





TOP 15 |=. 


Coverage: 22,873,000 


TOP 30. 


Coverage: 29,993,000 


TOP 45 


Coverage: 34,933,000 


TOP 60 


Coverage: 38,671,000 


TOP 75 


Coverage: 40,406,000 


SAN FRANCISCO 
PITTSBURGH 

ST. LOUIS 

NEW HAVEN-HARTFORD 
WASHINGTON 
PROVIDENCE 
MINNEAPOLIS-ST. PAUL 
L INDIANAPOLIS 





( paLas-Ft. WORTH 
BALTIMORE 
BUFFALO 
CINCINNATI 
MILWAUKEE 
KANSAS CITY 
KALAMAZOO 
CHARLOTTE 
ALTOONA-JOHNSTOWN 
ATLANTA 
SEATTLE-TACOMA 
LANCASTER 
STEUBENVILLE 
COLUMBUS, OHIO 
MEMPHIS 


\ 


[ wouston-catveston 





DAYTON 
SYRACUSE-ELMIRA 
LOUISVILLE 
ALBANY-SCHENECTADY 
PORTLAND, ORE. 
LANSING, MICH. 





HUNTINGTON-CHARLESTONP 
BIRMINGHAM 
GREENSBORO, N. C. 
MIAMI 

SPARTANBURG, S. C. 

BAY CITY, MICH. 

NEW ORLEANS 





SACRAMENTO 





3 
{ CHAMPAIGN-URBANA 


TOLEDO 

DENVER 
NASHVILLE 
DAVENPORT-ROCK ISLAND 
OMAHA 
OKLAHOMA CITY 
BINGHAMTON 
NORFOLK 

CEDAR RAPIDS 
GREEN BAY 

DES MOINES 
ROCHESTER 
PORTLAND, ME. 


TULSA 
a 





SAN DIEGO 
TAMPA-ST. PETERSBURG 


JACKSONVILLE 
ROANOKE 

SAN ANTONIO 
RALEIGH-DURHAM 
BATON ROUGE 
WICHITA-HUTCHINSON 
RICHMOND-PETERSBURG 
SHREVEPORT 
EVANSVILLE 
SCRANTON-WILKES BARRE 
SALT LAKE CITY 

LITTLE ROCK-PINE BLUFF 
JACKSON, MISS. 
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SCHEDULE (20-sec. spots): 2 SPOTS 4 SPOTS 6 SPOTS 8 SPOTS 
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. in Washington 


At a time of universal tension, television realizes its 


American TV audiences were treated to a ‘‘revolu- 
tion in the making’ with interpretation by Castro. 


TV covers Laos, world’s newest trouble spot, in an 
eloquent rebuttal to Vietnam propaganda: an ABC re- 
port on Dr. Tom Dooley, ‘'The Splendid American.'' 
“Let's have f. 
vision. You s 
The peripatetic Chet Huntley returns to darkest Africa for a special two-part NBC Report, “‘Too Late 
for Reason.’ His subject: the fierce struggle for independence of the Central African Federation. 


lewers were 
90, Sullivan’ 





ae 


. in Scotland 


rmation medium: preliminary ratings show that over 10,000,000 Americans saw each of these historic meetings 


“let's have far more communication and exchange . . . we should hear you more often on our tele- 
vision. You should hear us more on yours''—Nixon to Khrushchev, Sokolniki Park, Moscow, July 24. 


If, .to paraphrase an ancient maxim, peace 
is foo important to be left in the hands 

Politicians, then the Ed Sullivan Show 
las played a major role in peaceful coex- 
sence. Last year, when Sullivan on two 
porate programs showcased the Moiseyev 
Gncers (right), more than 100,000,000 U.S. 
lewers were in attendance. Several weeks 
890, Sullivan's travels took him to Moscow 

ere to bring a star-spangled American 
Oge show to the Russians, and vice versa. 


. +. in Paris . . . in London 


Siobhan McKenna narrates the plight of the displaced person on Date- 
line U.N., series produced by the United Nations for U.S. Broadcasters 
Committee on World Affairs, public service association of U.S. stations. 


John Gunther's High Road leads to Anglo-American unity stressed at 
Arctic radar sentries of DEW Line. W St. Lawrence Seaway opening. W 


A world communications milestone: the June 18 trans-Atlantic telecast. 








CONTINUING BRAND STUDY NO. 39 











THIS MONTH: AUTOMOBILES, CEREALS, DEODORANTS, SOFT DRINKS 


Rambler switched more buyers to its side than 
any other automobile brand; Kellogg, Ban 
and Coca-Cola shifted their positions most. 


S the battle of the compact car rolls into high gear, 

Rambler will meet the challenge with an impressive 
record for switching buyers from other makes in the six- 
month period through August. 

Che second of ‘TELEvision MAGAZINE’s newly expanded 
brand studies finds Rambler switching more buyers to its 
ide between February and August than any auto brand 
mentioned by viewers in New York, Chicago and Los An- 
eles. In Chicago, for example, Rambler edged from less 
than 1% in use in July, 1958, to a seventh-place tie with 
Dodge and Mercury in August. It bounced from twelfth to 
eighth in recall in the same period in Chicago. 


Highlights of the Study 


Here are the highlights reflected in other product areas 
in the August brand study: 

[In the cereal market, Kellogg showed the most outstand- 
ing gains, moving from second to first in recall in all three 





RAMBLER IS THE 
BIGGEST AUTO 
BRAND SWITCHER 


markets, while retaining the top spot i. use in all three, 
Kellogg’s most spectacular gain occurred in Los Angeles, 
where it almost doubled its per cent of recall. Its rise in per 
cent of recall dropped Post to second place in that category 
in all three markets. Even Post’s increase in Los Angeles 
could not offset Kellogg’s. Brand switching honors went to 
Wheaties which picked up the most in Chicago and New 
York. Cheerios led the brand switching in Los Angeles. 

Among the deodorants, Ban showed the most increases 
between February, 1957, and August: it moved from third to 
first in recall in Chicago and Los Angeles, from fifth to first 
in use in Chicago and from fifth to first in use in New York. 
It also attracted the most brand switchers in Chicago and 
New York. Excepting New York, Arrid was second in recall 
and usage in all three markets in August. Slipping the most 
in recall and use was Stoppette. 

In the soft drink category, each of the three cities showed 
a different picture in the August report, reflecting the re 
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eles, 


“| WERE RACING INTO OUR 


4 (“4 BIG SEASON! 

vil | The U.S. Steel Hour will continue to bring you 

a the finest in “live” TV entertainment every 

q alternate Wednesday...and be sure to watch the 
4 Steel Hour Special, “Holiday on Wheels,” 

fe with Sid Caesar, Audrey Meadows, Tony Randall 
ce and Cisele MacKenzie, Oct. 21 on CBS. 

: U.S. STEEL HOUR 
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THE 


6:15-6:45 P.M. Monday-Friday 
First run off network . . . the finest western series available for spot advertising .. « 


WWJ-TV’s big family-hour audience! 


Here’s a 24-carat opportunity to make big sales gains in the booming Detroit-Southeastern 
Michigan market this fall and winter. Stake your claim in “The Californians” before the 


SRO sign goes up. Your PGW Colonel has complete details. Phone him today! 


Detroit, Channel 4 « NBC Television Network 


WWI-TV 


SSOCHOSSSHSSSHSHSSSSSHHSSHSHSHSHHOHHHSHHSSHOSEEEE 


DETROIT NUGGETS 
50% of Michigan’s population 


51% of state’s retail sales 





NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 
Associate AM-FM Station WWJ 
Owned and Operated by The Detroit News 
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DEOD 
CHICA 


Ban... 
Arrid. . 

Fresh... 
Secret. . 
5 Day Pi 
Revion. . 
Mennen. 
Mum... 
Avon... 
Veto... 
Stopette 


AUTO 
NEW 





Chevrole 
Ford... 
Mercury 
Dodge. 
Buick. . . 
Plymoutt 
De Soto 
Oldsmot 
Lincoln. 
Pontiac. 
Chrysler 
Nash-Ra 
Studeba 


AUTO 
CHICA 


Ford... 
Chevrol 
Dodge. 
Plymout! 





Mercury 
Buick. . 

Oldsmo! 
Nash-Re 
Studebc 
Renault. 
Pontiac. 
De Soto 
Chrysler 
Lincoln. 


AUTO 
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Ford. . 

Chevrol 
Dodge. 
Mercury 





Plymout 
Nash-R« 
Renault 
Cadillac 
Buick. . 
Oldsmo 
De Sote 
Pontiac 
Chrysler 
lircoln. 
Studebx 
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radio. 
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Adapting U.S. methods, a dynamic Mexican has applied the 


specialized magazine concept to radio with exciting results. 








Television Magazine 


RADIO 


STUDY 
" 29 


A NEW APPROACH TO RADIO 


ouTH of the border, in the Mexican radio world, there’s 
S° sound well worth the attention of those who find a 
certain sameness in the programming diet of American 
radio. 

The exciting case in point is a group of five radio stations 
in Mexico City which program much in the editorial man- 
ner of specialized publications such as our women’s service 
magazines and The Wall Street Journal. 


Five stations serve different audiences 


Each station serves a distinct audience—one for students, 
another for housewives, a third for intellectuals, a fourth 
for middlebrows, and one for the great nameless masses. 
All five stations and their programming techniques are the 
brainchildren of their owner, E. Guillermo Salas, operating 
for ten years under the group name of Formula R. M. 

Salas is a dynamic, internationally-minded broadcaster 
who has sampled radio in several countries and refashioned 
it in the Mexican manner. His chief debt is to the United 
States. It was there that he learned to use records and to 
mechanize radio entertainment. He did away with live en- 
tertainment. Other innovations: the allowance of frequency 
discounts and the promotion of radio to a degree never be- 
fore reached in Mexico City. 

His recorded music builds station images. At his first 
outlet, Radio Mil (named for its position at 1,000 on the 
dial), he took dead aim at the cosmopolitan “middle- 
brows” because of their importance as consumers. To get 
the attention of these internationally-minded listeners, the 
radio executive concentrated on music of the continent, 


international dance music, particularly with a French and 
Italian flavor. The only other major program element used 
here is comedy. Every 15 minutes, his announcers tell a joke. 

When Salas purchased the second station, he decided he 
wanted the mass audience. He named the station Radio 
Sinfonola (Spanish for jukebox), and used as a signature 
theme “Roll Out the Barrel.’”’ Radio Sinfonola is an all- 
request station. It plays any number requested by its listen- 
ers. All they need do is phone, and in Mexico City it costs 
as much to phone as to use the jukebox. Most of the music 
presented is of the Mariachi’s, the singing groups so popular 
with the Mexican lower classes. 


Housewife station is staffed primarily with women 


In Salas’ third operation, he managed still another fresh 
twist. This he named Radio Femenina because he wished 
its appeal to be to the housewife, particularly those with 
children. The station was staffed, except for its manager, by 
women; they became its producers, directors, engineers and 
announcers. Its music diet had as its basic staple romantic 
favorites such as “Fascination.” The sound here is a lush, 
warm one. 

Service features are important to Radio Femenina. Reci- 
pes, health suggestions, entertainment for children are 
broadcast to broaden its appeal to the housewife. 

The fourth member of the Salas group is directed toward 
another segment of the radio public—the student, college 
and high school. The sound heard over its air waves is that 
of rock ’n’ roll, a more American sound than the other sta- 
tions. This station also presents news bulletins of activi- 

To page 98 
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TELEVISION HOMES 


Exclusive estimates computed by Television Magazine’s Research Department for all markets 


updated each month from projections for each U.S. county 


V homes in each market are based on TELEVISION 

MAGAZINE’s county-by-county projections of the “Na- 
tional Survey of Television Sets in U.S. Households” for 
March 1956 and March 1958, the two county-by-county 
estimates prepared by the Advertising Research Founda- 
tion in cooperation with the Bureau of the Census and 
the A. C. Nielsen Co. 

Penetration potential varies by sections of the country. 
Many areas in New England have achieved a saturation 
level above 90%. Other areas, for example sections of 
the South, have reached a rather lower plateau. Future 
increases from either level can be expected to be dis- 
tributed over a longer period of time than was character- 
ized by the early stages of television growth. 

In a number of markets, therefore, the TV homes 
count is at a temporary plateau even though the television 
penetration level is below the 95°% ceiling established 
by TELEvisioN MaGAzINE. These markets will be held for 
an indefinite period. 

The factor chiefly responsible for this situation is pen- 
etration increases off-set by current trends of population 
movement which for some regions has shown at least a 
temporary decline (cf. Bureau of the Census, Current Pop- 
ulation Reports, Series P-25, No. 160). 

A 95% ceiling on TV penetration has been established 
for all markets. Many rating services show higher pen- 
etration in metropolitan areas (e.g., over 97% in Cleve- 
land and Milwaukee), but the available evidence shows 
that penetration drops off outside the metropolitan area 
itself and that 95% appears to be the most logical theoret- 
ical ceiling for the TV market as a whole. This does not 
mean that penetration may not actually go higher in some 
markets. Penetration figures in markets with both VHF 
and UHF outlets refer to VHF only. 

The coverage area of a television market is defined 
by TELEvision MaGazine’s research department. Viewer 
studies are used when current—engineering contours, only 
where research data is made obsolete by station facility 
or market changes. 

Antenna height, power and terrain determine the phys- 








The TV Homes credited to each market are those 
covered by the station with maximum coverage in 
that market. Figures for other stations in the mar- | 
ket may vary according to programming, channel, | 
power, tower height, etc. 








ical contour of a station’s coverage and the probable qual- 
ity of reception. Other factors, however, may well rule out 
any incidence of viewing despite the quality of the signal. 

Network affiliations, programming, number of stations 
in the service area must all be weighed. The influence of 
these factors is reflected in the Nielsen Coverage Study, 
the ARB A-Z surveys and, in some cases, the regular re- 
ports of the various rating services. The Nielsen data in 
particular, where made available to TELEVISION MAGAZINE 
by NCS subscribers, has become the backbone of estimating 
coverage and re-evaluating markets. 

After testing various formulae, TELEVISION MAGAZINE 
adopted a method which utilizes a flexible cutoff point of 
25%. Normally, a county will be credited to a market if 
one-quarter of the TV homes in that county view that 
market’s dominant station at least one night a week. 

In some markets it has been impossible to evaluate the 
available and sometimes contradictory data. These areas 
are being restudied by this magazine’s research depart- 
ment and new figures will be reported as soon as a sound 
estimate can be made. 

In many regions, individual markets have been com- 
bined in a dual-market listing. This has been done wher- 
ever there is almost complete duplication of coverage and 
no substantial difference in TV homes. The decision to 
combine markets is based on advertiser use and common 
marketing practice. 

The coverage picture is constantly shifting. Conditions 
are altered by the emergence of new stations and by changes 
in power, antenna, channel and network affiliation. For this 
reason, our research department is continuously re-examin- 
ing markets and revising TV Homes figures accordingly. > 
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full Coverage 
with 


— WJAC-TV 


in the Johnstown-Altoona area! 
Why settle for Station B’s share of 
wudie vhen WJAC-TYV covers the market 
like a circus tent, sign-on to sign-off, all 
week | You get ALL the audience you're 
pa when you buy WJAC-TV. 
NSI, April, 1959 


TOP 30 SHOWS ON WJAC-TV 


Johnstown-Altoona Trendex, Feb., 1959 





CAMERON | CLINTON 










1 CLARION } JEFFERSON —— 

1 fo. 

/ Vim BLAIR Lomtine 
<a. > 
i 29% JOHNSIOWN e 






; WESTMORELAND (ALTOONA 
7@ / 


- BEDFORD / FULTON 
} MERSET | 
/ 
> PA. 7 
“Toanpe: wRLeGaNY T 
/ 


“—~ a. 
} vs oe” 
- F Aamosnine ,” 
W.VA, 4 
~7 
rl etition just can’t touch WJAC-TV. 
Lead nearest competitor by nearly 2 
te sy to see that WJAC-TV is the 

-the one that delivers the 


JOHNSTOWN - CHANNEL 6 





Ask for full details from 
HARRINGTON, RIGHTER & PARSONS, INC. 








OCTOBER, 1959 


TOTAL U. S. TV HOMES............. 
TOTAL U. S. HOUSEHOLDS........... 
U. S. TV PENETRATION.............. 


45,058,000 
51,860,000 
cae 86.9% 


Unlike other published coverage figures, these are neither station nor 
network estimates. They are copyrighted and may not be reproduced 
without permission. Listed below are all commercial stations on the air. 








Market & Stations— % Penetration TV Homes 

ABERDEEN, S.D.—68.0 19,200 
KXAB-TV (N,C,A) 

ABILENE, Tex.—77.7 76,300 
KRBC-TV (N) 

ADA, Okla.—76.2 80,400 
KTEN (A,C,N) 

AGANA, Guam tt 
KUAM.-TV (C,N) 

AKRON, Ohio—44.1 769,400 
WAKR-TV¢ (A) 

ALBANY, Ga.—62.9 81,400 
WAILB-TY {[A,N) 

ALBANY-SCHENECTADY-TROY, N.Y.—91.1 **459,300 
W-TEN (C); WAST (A); WRGB (N) 
(W-TEN operates satellite WCDC, Adams, Mass.) 

ALBUQUERQUE, N.M.—70.7 123,700 
KGGM.-TV (C); KOAT-TV (A); KOB-TV (N) 

ALEXANDRIA, La.—69.0 92,400 
KALB-TV (A,C,N) 

ALEXANDRIA, Minn.—76.4 51,400 
KCMT IN, A) 

ALTOONA, Pa.—89.5 277,600 
WFBG.TV [A,C,N) 

AMARILLO, Tex.—75.1 108,500 
KFDA-TV (C); KGNC-TV (N); KVH-TV (A) 

AMES, lowa—91.0 315,800 
WOI-TV (A) 

ANCHORAGE, Alaska *31,000 
KENI-TV (A,N); KTVA (C) 

ANDERSON, S.C.— 16.1 tt 
WAIM.-TVT [A,C) 

ARDMORE, Okla.—75.3 30,400 
KXIl (N) 

ASHEVILLE, N.C., GREENVILLE- 
SPARTANBURG, S.C.—78.2 393,200 
WISE-TVT (C,N); WLOS-TV (A) tt 
WFBC.-TV (N); WSPA-TV (C) 

ATLANTA, Ga.—81.9 567,400 
WAGA-TV iC); WLW-A (A); WSB-TV (N) 

AUGUSTA, Ga.—73.1 189,400 
WIJBF-TV (A,N); WRDW-TV (C) 

AUSTIN, Minn.—89.0 120,800 
KMMT (A) 

AUSTIN, Tex.—76.0 151,800 
KTBC-TV {A,C,N) 

BAKERSFIELD, Cal.—87.9 172,800 
KBAK-TVf (A,C); KERO-TV (N) 164,200 

BALTIMORE, Md.—91.1 662,900 
W4JZ-TV (Al; WBAL-TV (NJ); WMAR-TV (C) 

BANGOR, Me.—88.8 117,400 
WABI-TV (A,C); WLBZ-TV (N) 

BATON ROUGE, La.—72.8 263,900 
WAFB-TVT (C); WBRZ (A,N) 162,600 

BAY CITY-SAGINAW, Mich.—90.8 301,800 
WNEM.TV (A,N); WKNX-TVT [A,C) 166,600 

BEAUMONT-PORT ARTHUR, Tex.—76.2 150,000 
KFDM-TV (C,A); KPAC-TV (N,A) 

BELLINGHAM, Wash.—81.9 *52,700 


KVOS.-TV (C) 


(This does not include “A” contour in Vancouver & Victoria, 


British Columbia) 


BIG SPRING, Tex.—81.0 
KEDY-TV (C) 


BILLINGS, Mont.—61.1 
KOOK-TV (A,C); KGHL-TV (N) 
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23,900 


48,900 





siguage TELERCHOR 
aero) In Ist Place 


3-6 p.m. Every Day 
Tied for Ist Place 
6-9p.m. Every Day 


Largest TOTAL circulation 

Largest night-time weekly 

circulation 343,200 Homes! 
. 





WLOS-TV FIRST 
in the Carolina Triad ! 


All measurement surveys show that 
WLOS-TV is FIRST inthe Carolina 
Triad in delivering the audience for 
your product or service at a low, 
low CPM. Get all the facts from 
your PGW Colonel. 





WLOS-TV 


towering new force in Southeastern TV 


UNDUPLICATED ABC IN 
GREENVILLE © ASHEVILLE *» SPARTANBURG 


WLOS AM-FM 


Represented by: Peters, Griffin, Woodward, Inc. 
Southeastern Rep: James S. Ayers Co. 














FAMOUS MEASURING 


The 
standard 
by which 
others 

are judged 


INSTRUMENTS: 


2 





























his meter bar, made of an alloy 

of 90% platinum and 10% 

iridium, is the standard 

that governs all metric 

measurements of length in the United 

States. It is Prototype No. 27 of the inter- 

national standards kept at the Inter- 

national Bureau of Weights and Measures, 
at Sevres, in France. 

An accurate copy of the inter- 
national standard, compared with it at 
regular intervals to make sure it is still 
accurate, this meter bar has engraved on 
its surface two parallel lines. The distance 
between them is the primary standard for 
all metric measurements of length. This 
meter bar is kept at the United States Na- 
tional Bureau of Standards, in Washington. 

There are no such precise gauges in 
the measurement of mass audiences in tele- 
vision. This is why such measurement is 
difficult, at best. But American Research 
Bureau, pioneer in the field, is regarded as 
the ultimate in precision (within its own 
rigidly defined limits), offering the most 
precise measurements possible and report- 
ing them to ARB clients with Accuracy... 
Reliability . . . and Believability. 














As a measurement of all television viewing 
to all stations (direct, by community an- 
tenna or translator station), ARB’s family 
viewing diary is second to none. No other 
data-gathering device approaches its care- 
ful preparation and field testing. But it is 
not diary measurement alone that ensures 
reliability. It is the manner of application, 
with its many safeguards against distor- 
tion, that sets ARB’s validity apart. Skilled 
interviewer supervision and the experience 
of many years in handling over 20,000 
family viewing records per month have 
established ARB’s diary measurement 
technique as the utmost in... 


Accuracy... Reliability... 
Believability 


AMERICAN 
RESEARCH 
BUREAU, INC. 


WASHINGTON NEW YORK CHICAGO 
LOS ANGELES 














We are always extremely happy to receive 
letters such as yours which point up so 
accurately the WGN, Inc. by-words— 
Quality and Integrity. 

Our strict adherence to the NAB Code 
and our dedication to the community 


TRawke you, Ww. Tdurarcls— 


which we serve, have resulted in ever 
increasing recognition of our policy by 
agencies, advertisers, our audiences— 
yes, even our competitors. 


WGN-TV CHANNEL 9 
441 N. Michigan Avenue ¢ Chicago 11, Illinois 








750 third avenue, new york 17, n.y., yukon 6-8410 


July 27, 1959 


Mr. Ward L, Quaal, General Manager 
Television Station WGN-TV 

441 N. Michigan Avenue 

Chicago 11, Illinois 


Dear Mr. Quaal: 


Of the 235 television stations we now monitor, WGN-TV is one of those 
which always gives advertisers a well-scheduled, clean run for their 
money. I suppose no one in the business knows this better than BAR 
since we've been monitoring stations all over the country for almost 
six years. 


Also, as you know, our agency subscribers have used BAR to determine 
“questionable station practices," and it seems to me that their atti- 
tude, if turned around, can be a considerable bonus for those stations 
which are automatically opposed to clipping, product conflicts, over~- 
crowding, and all other forms of spot nonsense. 


Right now, with all the publicity that is developing on this, I think 
you ought to do a hard-hitting "look how clean WGN-TV is" promotion. 
It might pull more fall and winter business for you than any other 
campaign theme, 


Almost every station on the air can come up with some kind of rating 


story but few can spotlight an operation as clean as yours and this 
is what the agencies will be looking for right now. 


Cordially, 
BRO, ST ADVERTISERS REPORTS, INC, 


2h. K 


Phil Edwards 
Publisher 








broadcast advertisers reports, inc. 





Market & : 
BINGHAM 
WNEBF- 


BIRMING! 
WAPI-T 


BISMARC 
KBMB-T 
(KFYR-T 
and KM 


BLOOMIN 
WTTV 


(See al 


BLUEFIELI 
WHIS-1 


BOISE, Id 
KBO!-T' 


BOSTON, 
WBZ-T 


BRIDGEP: 
WICC- 


BRISTOL, 
WCYB. 


BRYAN, | 
KBTX-T 


BUFFALO 
WBEN. 


BURLING 
WCAX. 


BUTTE, NV 
KXLF-T\ 


CADILLA 
WWT\ 


CAPE GI 
KFVS-T 


CARLSB/ 
KAVE-1 


CARTHA 
WCN\ 


CASPER, 
KTWO 


CEDAR | 
KCRG- 


CHAMP/ 
WCIA 
See | 


CHARLE: 
WCSC 


CHARLE: 
WCH 


CHARLO 
WBTV 


CHATTA 
WODFF. 


CHEBOY 
WTON 


CHEYEN! 
KFBC- 
(opera 


CHICAG 
WBBN 


CHICO, | 
KHSL-1 


CINCINN 
'WCPC 


CLARKS 
WBO) 


CLEVELA 
WEW 


CLOVIS, 
KICA- 


COLOR: 
KKTV 





Market & Stations— % Penetration 








BINGHAMTON, N.Y.—89.1 
WNBF-TV (A,C); WINR-TVT (A,N) 


BIRMINGHAM, Ala.—76.2 
WAPI-TV (A,N); WBRC-TV (C} 


BISMARCK, N.D.—67.2 
KBMB-TV (C); KFYR-TV (A,N) 
(KFYR-TV operates satellites KUMV-TV, Williston, N.D. 
and KMOT, Minot, N.D) 


BLOOMINGTON, Ind.—94.1 
WTTV 
(See also Indianapolis, Ind.) 


BLUEFIELD, W.Va.—73.8 
WHIS-TV (N) 


BOISE, ida.—77.8 
KBO!-TV (C); KTVB (A,N); KCIX-TV (Nampa) 


BOSTON, Mass.—92.2 
WBZ-TV (N); WNAC-TV (C); WHDH-TV (A) 


BRIDGEPORT, Conn. 
WICC-TVF (A) 


BRISTOL, Va.-JOHNSON CITY, Tenn.—68.1 
WCYB-TV (A,N); WJHL-TV {A,C) 


BRYAN, Tex.—72.0 
KBTX-TV {A,C) 


BUFFALO, N.Y.—90.3 
WBEN-TV (C); WGR-TV (N); WKBW-TV (A) 


BURLINGTON, Vt.—89.1 
WCAX-TV (C) 


BUTTE, Mont.—65.6 
KXLF-TV (A,C,N) 


CADILLAC, Mich.—86.0 
WWTV (A,C) 


CAPE GIRARDEAU, Mo.—82.3 
KFVS-TV (C) 


CARLSBAD, N.M.—77.8 
KAVE-TV (A,C) 


CARTHAGE-WATERTOWN, N.Y.—83.8 
WCNY-TV {A,C) 


CASPER, Wyo.—54.4 
KTWO-TV [A,N) 


CEDAR RAPIDS-WATERLOO, lowa—90.3 
KCRG-TV (A); WMT-TV (C); KWWL-TV (N) 


CHAMPAIGN, IIl.—90.1 
WCIA (C,N); WCHUT (A,N)! 
(See Springfield listing) 


CHARLESTON, S.C.—74.3 
WCSC.-TV (C); WUSN-TV {A,N) 


CHARLESTON-HUNTINGTON, W.Va.—80.3 
WCHS-TV (A); WHTN-TV (C); WSAZ-TV (N) 


CHARLOTTE, N.C.—81.1 
WBTV (C); WSOC-TV [A,N) 


CHATTANOOGA, Tenn.—74.1 
WDEF-TV (A,C); WRGP-TV (NI; WTVC IA) 


CHEBOYGAN, Mich.—76.3 
WTOM.TV (N,A) 


CHEYENNE, Wyo.—76.7 
KFBC-TV (A,C,N) 
loperates satellite KSTF Scottsbluff, Neb.) 


CHICAGO, IIl.—92.0 
WBBM.TV (C); WBKB (A); WGN-TV; WNBQ IN) 


CHICO, Cal.—78.1 
KHSL-TV (A,C) 


CINCINNATI, Ohio—89.4 
WCPO.TV (A); WKRC-TV (Cl; WLW-TV IN 


CLARKSBURG, W.Va.—72.0 
WBOY.-TV {A,C,N) 


CLEVELAND, Ohio—93.9 
WEWS (A); KYW-TV (N); WJW-TY (Ci 


CLOVIS, N.M.—68.6 
KICA-TV (C) 


COLORADO SPRINGS-PUEBLO, Colo.—78.3 
KKTV (A,C); KRDO-TV (N); KCSJ-TV (N) 


TV Homes 


325,600 
{41,700 


421,500 


***45,200 


632,500 


125,800 


68,100 


1,434,800 


tt 


151,700 


40,600 


642,500 


*165,700 


33,500 


117,700 


224,200 


10,900 


*77,300 


24,600 


324,200 


341,100 


149,5C0 


441,300 


594,000 


199,500 


28,200 


86,400 


2,157,900 


95,000 


648,400 


76,300 


1,302,200 


11,600 


91,700 





























































CHATTANOOGA 


Tudustrial Center of the South 








The Wheland Company Products Division, Signal 
Mountain Road, Chattanooga manufactures sawmill 
equipment, rotary drilling equipment for the oil fields 
and high precision parts for aircraft and missiles, 


The Wheland Foundry Division, South Broad Street, 
produces grey iron castings for the automotive industry, 
Founded in 1866 the company has operated continu- 
ously since that year. 








A DIVERSIFIED 
TELEVISION MARKET READY TO BUY YOUR PRODUCT 


Over 1500 different types of products are manufactured in 
Chattanooga ... with more than 500 manufacturers furnish- 
ing a growing year-round payroll. In this Industrial Center 
of the South there are well over 200,000 television homes with 
a population of over a million potential buyers of your prod- 
uct. If you are looking for sales . . . then don’t overlook 
CHATTANOOGA ... nor the media that can SELL for YOU! 


Malt of The Soh 4 


a RT So 













—_ 


WOEF-TV WIVC weGP-TV 


CHATTAN 
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an eye opener.. 


A ARE RE EE PC SOE EE AAT TSS 



























* 
@ 
‘PDP 
WIS-TV, THE KEY BUY 
IN SOUTH CAROLINA 


NOW OFFERS YOU THE 
“PEE DEE...A PLUS! 


THE PEE DEE, A RICH NINE COUNTY 
AREA CENTERED BY FLORENCE, S. C., 
IS NOW SERVED AND SOLD FROM 
WIS-TV’s NEW 


1526 TALL TOWER 


Major 
Selling 
Force 


IN SOUTH CAROLINA 








channel 


COLUMBIA, S.C. 


Represented nationally by 
PETERS, GRIFFIN, WOODWARD, INC. 




















Market & Stations— % Penetration TV Homes Market & Stations— % Penetration TV Homes 
COLUMBIA-JEFFERSON CITY, Mo.—85.2 126,700 FT. WAYNE, Ind.—86.2 $206,000 
KOMU.TV {A,N); KRCG-TV (A,C) WANE-TVf (C); WKIG-TVt (N); WPTA-TVT (A) 
COLUMBIA, S.C. ©207,300 FT. WORTH-DALLAS, Tex.—82.9 685,700 
WIS-TV (A,N); WNOK-TV¢ (C) $35,500 KPJZ-TV; WBAP-TV (N); KRLD-TV (C); WFAA-TV (A) 
FRESNO, Cal.—86.9 217,800 
COLUMBUS, Ga.—73.1 141,600 ’ 
WIVME (AND) WRBL-TY (A.C $54,300 KFRE-TV (C); KJEO-TVf (A); KMJ-TVT (N) $162,900 
GLENDIVE, Mont.—50.9 2,900 
COLUMBUS, Miss.—58.7 54,100 KXGN-TV (C) 
WCBI-TV (C,N) 
GOODLAND, Kan. tH 
COLUMBUS, Ohio—93.9 485,600 KBLR-TV (C) 
WBNS-TV (C); WLW-C (N); WTVN-TV (A) GRAND FORKS. ND.~742 saees 
CORPUS CHRISTI, Tex.--72.0 110,400 KNOX-TV (N) 
KRIS-TV (A,N); KZTV (C) GRAND JUNCTION, Colo.—65.6 **24,800 
KREX-TV (A,C,N) 
DALLAS-FT. WORTH, Tex.—82.9 685,700 (Operates satellite KREY-TV, Montrose, Colo.) 
KRLD-TV (C); WFAA-TV (A); KFJZ-TV; WBAP-TV (N) 
, Mich.—92.9 453, 
DANVILLE, Il!.—63.9 $24,400 aie es io ' — 
WDAN-TV¢ (A) (See also Kalamazoo) 
DAVENPORT, lowa-ROCK ISLAND, Ill.—92.1 346,800 
. , : GREAT BEND-HAYS, Kan.—75.1 RQ, 
WOC-TV 08; WHEF-TY (A.C) KCKT-TV (N); we-te ve ™ 
DAYTON, Ohio—93.3 485,800 (KCKT-TV operates satellite KGLD, Garden City, Kan.) 
WHIO-TV (C); WLW-D [A,N) GREAT FALLS, Mont.—61.9 42,300 
DAYTONA BEACH-ORLANDO, Fla.—70.6 211,100 KFBB-TV (A,C,N); KRTV 
WESH-TV (N); WDBO-TV (C); WLOF (A) GREEN BAY, Wis.—90.2 321,400 
DECATUR, Ala.—48.1 $21,900 WBAY-TV (C); WFRV (N); WLUK-TV (A) 
WMSL-TVF (C,N) GREENSBORO, N.C.—83.9 398,700 
DECATUR, Il!.—82.9 $122,600 WFMY-TV (A.C) 
WTVPt (A) GREENVILLE-SPARTANBURG, S.C.— 
DENVER, Colo.—84.7 355,600 ASHEVILLE, N.C.—78.2 393,200 
KBTV (A); KLZ-TV (C); KOA-TV (NI; KTVR WFBC-TV (N); WSPA-TV (C); tt 
WLOS-TV (A); WISE-TVt (C,N) 
DES MOINES, lowo—91.4 277,200 
KRNT-TV (C); WHO.TV (NI GREENVILLE-WASHINGTON, N.C.—76.1 192,400 
WNCT (A,C); WITN (N) 
DETROIT, Mich.-WINDSOR, Can.—93.0 1,586,600 
WIBK-TV (C); WWJ-TV (NI; WXYZ (A); CKLW-TV HANNIBAL, Mo.-QUINCY, Ill.—90.2 191,800 
KHQA-TV (C); WGEM-TV (A,N) 
DICKINSON, N.D.—54.0 22,500 
KDIX-TV (C) HARLINGEN-WESLACO, Tex.—69.7 *72,700 
KGBT-TV (A,C); KRGV-TV (A,N) 
DOTHAN, Ala.—60.1 73,000 
WTVY A,C) 
DULUTH, Minn.-SUPERIOR, Wis.—83.0 171,200 
KDAL-TV (A,C); WDSM-TV (A,N) = 
DURHAM-RALEIGH, N.C.—75.2 274,400 
WTVD (A,C); WRAL-TV (N) 
EAU CLAIRE, Wis.—90.4 119,100 OREGON, COAST 
WEAU-TV (A,N) «peepee 
EL DORADO, Ark. (See Monroe, La.) 
ELKHART, Ind. (See South Bend) 
EL PASO, Tex.— JUAREZ, Mex.—78.1 95,100 
KELP-TV (A); KROD-TV (C); KTSM-TV (N) XEJ-TV 
ENID, Okla. (See Oklahoma City) 
ENSIGN-GARDEN CITY, Kan.—63.0 39,000 
KTVC (A); KGLD-TV (N) 
ERIE, Pa.—92.0 181,400 
WICU-TV (A,N); WSEE-TVt (A,C) +56,200 
EUGENE, Ore.—81.2 **109,800 
KVAL-TV (N) 
(Operates satellite KPIC-TV, Roseburg Ore.) 
EUREKA, Cal.—75.9 47,200 
KIEM-TV (A,C,N); KVIQ-TV (A,N) 
EVANSVILLE, Ind.-HENDERSON, Ky.—84.1 249,500 
WFIE-TVt (N); WTVW (A); WEHT-TVt (C) $124,100 
FAIRBANKS, Alaska it 
KFAR-TV (A,Ni; KTVF (C) 
FARGO, N.D.—75.2 150,500 : 
WDAY-TV (A,N) The only clear picture in the 
(See also Valley City, N.D.) Eugene-Springfield-Roseburg 
FLINT, Mich.—91.8 363,000 market is on KVAL-KPIC. One 
WIRT (A) : 
olde l-Tam com Zollman oii lalelo\-18 AUlels 
FLORENCE, Ala.—29.9 +8,500 . 
WOWL-TVt (CN a ot on —_ sei: i 
folgitolalemml-1elail-smoehZ-1a mele 
FLORENCE, S.C.—71.7 176,400 ( : — 
WBTW IA,C,N) Sielielare 
FT. DODGE, lowa—55.3 +27,0C0 
KQTVt IN) KVAL-TV Eugene ( mt 3 
FT. MYERS, Fla.—65.5 17,000 NBC Affiliate Channel 
WINK-TV (A,C) we Ch 14 
- oseburg ° Channe 
FT. SMITH, Ark.—75.6 52,3€0 KPIC-TV canaihie g 


KNAC-TV (C,N,A) 
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watching KMg -TV) in FRESNO 


(California ) 


And T'V viewers in the Fresno 


area make the KMJ-TV news 


programs a special habit — the 
two highest rated news shows 
in the area’are on KMJ-TV*. 
KMJ-TV covers the local 
scene with camera and photo 


processing equipment unequal- 
led in the area. KMJ-TV also 


coordinates with McClatchy 
newspapers to insure thorough 
reporting. KMJ-TV news shows 
— morning, noon, afternoon and 
evening — provide up-to-the- 
minute coverage that viewers 
appreciate. 

*ARB 


Metropolitan Area’ Study 
April 17 - May 14 


THE KATZ AGENCY, NATIONAL REPRESENTATIVE 


KMJ-TV... 
first station in 
The Billion-Dollar 
Valley of the Bees 














BUT... You Don’t Have To, To Get RESULTS 
In Kalamazoo-Grand Rapids! 














A glance at the record tells you why WKZO-TV spreads 


NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA the good word for your product faster and farther than any 
(July, 1959) other medium in the Kalamazoo-Grand Rapids area. 
STATION TOTALS FOR AVERAGE WEEK WKZO-TV delivers 116% more homes (see NSI Survey 





at left) than Station ‘“B,’’ Sunday through Saturday 

(9 p.m.-midnight). The 9-County ARB Survey (April 
17-May 14, 1959) covering 300,000 TV homes gives 
WKZO-TV an overwhelming lead in popularity — No. 1 
spot in 74.6% of all quarter hours surveyed! 









HOMES DELIVERED | PERCENT OF TOTAL 
WKZO-TV/STATION B] WKZO-TV STATION B 








Mon. thru Fri. 
9 a.m.-Noon 58,900} 24,100 | 70.9% | 29.1% 
Noon-3 p.m. 58,900| 36,100 | 62.0% | 38.0% 
3 p.m.-6 p.m. 53,000} 32,400 | 62.0% | 38.0% 
Sun. thru Sat. 
6p.m.-9 p.m. | 107,600] 63,100 | 63.0% | 37.0% 
9 p.m.-Midnight | 118,200] 54,500 | 68.0% | 32.0% 


Remember—if you want all the rest of outstate Michigan 
worth having, add WWTYV, Cadillac, to your WKZO-TV 
schedule. 


Oldest age contended by a U.S. citizen is 123 years, 42 days for Mrs. 
Belle H. Rymes who died April 15, 1934. 


She Feltvar Hations 

DP a 
WKZO.-TV GRAND RAPIDS-KALAMAZOO 
WKZO RADIO TLE CREEK 


WJEF RADIO 


WJEF-FM — G S-KALAMAZOO 100,000 WATTS @ CHANNEL 3 © 1000’ TOWER 
ary Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


. oy D A, ILLINOIS Avery-Knodel, Inc., Exclusive National Representatives 
/ »-TV ORIA, ILLINOIS 
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says Joe Bauer, General Manager 


WINK-TV 


FORT MYERS, FLORIDA 


“Once you begin doing busi- 

ness with U.A.A. you con- 
tinue,” says WINK-TV’s 
Joe Bauer. He enthusiasti- 
cally exclaims: 


‘“‘POPEYEand WARNER BROS. 
Cartoons have terrific appeal 
and POPEYE has held the top 
rating in our area since it was 
first presented. We are also 
more than satisfied with U.A.'s 
‘52 AWARD GROUP'—it's the 
best package of feature films 
ever offered!"’ 


Don’t miss out another day 
—cash in on TV’s best, most 
profitable products. Get in 
touch with us today and 
learn how U.A.A. caters 
to every market, every 
sponsor! 





UNITED ARTISTS ASSOCIATED, me. 


NEW YORK, 247 Park Ave.. MUrray Hill 7-7800 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 400 S. Beverly Dr., CRestview 6-5886 





Market & Stations—% Penetration 





HARRISBURG, Ill.—82.3 
WSIL-TV (A) 


HARRISBURG, Pa.—71.3 
WHP-TVf (Cl; WTPAT (A) 


HARRISONBURG, Va.—73.9 
WSVA-TV IA,C,N) 


HARTFORD-NEW BRITAIN, Conn.—92.2 
WTIC-TV (C); WNBCT (N); WHCTT 


HASTINGS, Nebr.—76.9 
KHAS.-TV IN, A) 


HATTIESBURG, Miss.—61.7 


WDAM.-TV {A,N) 
HENDERSON, Ky.-EVANSVILLE, Ind.—84.1 249,500 
WEHT-TVT (C); WFIE-TVT (N); WTVW (A) 124,100 


HENDERSON-LAS VEGAS, Nev.—74.0 35,700 
KLRJ-TV (A,N); KLAS-TV (C); KSHO-TV (A) 


HONOLULU, Hawaii , **®115,300 
KGMB.-TV (C); KONA-TV (N}; KHVH-TV (A) 
(Satellites: KHBC-TV, Hilo, and KMAU-TV, Wailuku to KGMB-TV, 
KMVI-TV, Wailuku, to KHVH-TV; KALA, Wailuku to KONA-TV}. 


HOUSTON, Tex.—82.0 485,900 
KPRC-TV (N); KTRK-TV (A); KHOU-TV (C) 

HUNTINGTON-CHARLESTON, W.Va.—80.3 441,300 
WHTN-TV (C); WSAZ-TV (IN); WCHS-TV (A) 

HUNSTVILLE, Ala. tit 
WAFG-TVT 

HUTCHINSON-WICHITA, Kan.—84.3 ***258,500 


KTVH (C); KAKE-TV (A); KARD-TV (N) 
(KTVC, Ensign, Kan. satellite of KAKE-TV) 


IDAHO FALLS-POCATELLO, Ida.—70.1 59,400 
KID-TV (A,C,N); KTLE (N) 


INDIANAPOLIS, Ind.—92.0 711,200 
WFBM.-TV (N); WISH-TV (Cl; WLW-I (A) 
(See also Bloomington, Ind. 


JACKSON, Miss.—64.6 231,500 
WAJTV (C); WLBT (A,N) 

JACKSON, Tenn.—70.0 87,700 
WDXI-TV {A,C) 

JACKSONVILLE, Fla.—71.7 293,800 
WAIXT (A,C); WFGA-TV [A,N) 

JEFFERSON CITY-COLUMBIA, Mo.—85.2 126,700 
KRCG-TV (A,C); KOMU-TV fA,N) 

JOHNSON CITY, Tenn.-BRISTOL, Va.—68.1 151,700 
W4JHL-TV (A,C); WCYB-TV (A,N) 

JOHNSTOWN, Pa.—91.3 565,200 
WARD-TVF (A,C); WJAC-TV (N) 110,700 

JOPLIN, Mo.-PITTSBURG, Kan.—81.0 151,900 
KODE-TV (A,C); KOAM-TV (A,N) 

JUNEAU, Alaska tt 
KINY-TV (C) 

KALAMAZOO, Mich.—92.2 589,000 
WKZO.TV IA, C) 
(See also Grand Rapids) 

KANSAS CITY, Mo.—90.0 610,400 
KCMO.-TV (C); KMBC-TV (Al; WDAF-TV (ND 

KEARNEY, Neb.—73.1 **102,400 
KHOL-TV {A,C) 
(Operates satellite KHPL-TV, Hayes Center, Neb.) 

KLAMATH FALLS, Ore.—67.1 20,500 
KOTI (A,C) 

KNOXVILLE, Tenn.—69.2 227,000 
WATE-TV (N); WBIR-TV (C); WTVKT (A) 758,300 

LA CROSSE, Wis.—86.6 117,000 
WKB8T IA,C,N) 

LAFAYETTE, La.—69.2 96,400 
KLFY-TV (C) 

LAKE CHARLES, La.—71.0 86,000 
KPLC-TV (A,N); KTAG-TVT (C) 116,800 

LANCASTER, Pa.—90.1 515,100 
WGAL-TV (C,N) 

LANSING, Mich.—91.8 419,000 


WJIM-TV (C,A); WILX-TV (N) (Onondaga) 
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SELLING the 
GOLDEN 


OHIO 
VALLEY ? 


you can do it... 

and you can do it 
better for less with 

1 full-powered station 


WHIN-TV 


HUNTINGTON-CHARLESTON, W. VA. 





better VIEWING 

better PROGRAMMING 
better SELLING 

for 

591,020 TV Homes 

in 

5 prime cities 

89 counties 


4 states 





WHITN-TV 


A Cowles Operation 


Huntington-Charlesion, W. Va. 























































LAREDO, Tex.—61.8 
k A N) 
LA SALLE, lll. (See Peoria, Ill.) 


LAS VEGAS-HENDERSON, Nev.—74.0 


LAWTON, Okia.—82.2 


LEBANON, Pa.—78.3 
t (A) 


LEXINGTON, Ky.—44.1 


LIMA, Ohio—79.8 
M VT (A,C,N) 


LINCOLN, Neb.—83.3 


kK A,C) 


LITTLE ROCK-PINE BLUFF, Ark.—73.1 


LOS ANGELES, Cal.—88.6 


LOUISVILLE, Ky.—82.0 


LUBBOCK, Tex.—75.0 
k A,N); KDUB-TV (C) 


LUFKIN, Tex.—70.3 


LYNCHBURG, Va.—78.8 


MACON, Ga.—71.0 
: V (A,C) 


MADISON, Wis.—89.0 


MANCHESTER, N.H.—92.3 


MARINETTE, Wis. (See Green Bay) 


MARQUETTE, Mich.—83.9 
MASON CITY, lowa—87.3 


MAYAGUEZ, P.R. 
A (C,A) 


MEDFORD, Ore.—77.1 
Kk A,C,N) 


MEMPHIS, Tenn.—74.2 









s—% Penetration TV Homes Market & Stations— % Penetration TV Homes Market & Stations—% Penetration TV Homes 
9,800 MERIDIAN, Miss.—62.2 100,700 OMAHA, Neb.—91.3 336,500 ] 
WTOK-TV 1A,C,N} KMTV (N); WOW-TV (C); KETV (A) 
MIAMI, Fla.—80.6 426,900 ORLANDO-DAYTONA, Fla.—70.6 211,100 y 
_ WCKT IN); WPST-TV (Aly WTVJ (C) WDBO-TV (C); WLOF-TV (Al; WESH-TV (N) 
ee 
; KSHO-TV (A); KLRJ-TV (A,N) MIDLAND-ODESSA, Tex.—70.7 83,800 OTTUMWA, lowa—85.3 136,700 
KMID-TV (A,N); KOSA-TV (C} KTVO (C,N) ( 
49,100 
MILWAUKEE, Wis.—92.8 597,500 PADUCAH, Ky.—78.0 188,600 
WISN-TV (A); WITI-TV (C)s WTMJ-TV (N); WXIXT tt WPSD.TV (N) 
$58,600 
MINNEAPOLIS-ST. PAUL, Minn.—90.4 743,400 PANAMA CITY, Fla.—69.5 21,300 
KMSP-TV; KSTP-TV (NJ; WCCO.-TV (C); WTCN-TV (A) WSJDM-TV {A,C,N) 
$44,100 
A,C,N); WKYT-TVt MINOT, N.D.—64.3 42,500 PARKERSBURG, W. Va.—57.2 $25,200 
KXMC-TV {A,C); KMOT (A,N) WTAPT 1A,C,N) ; 
+47,500 
MISSOULA, Mont.—67.8 48,000 PENSACOLA, Fla.—75.6 192,300 
KMSO.TV [A,C) WEAR-TV {A,C) 
186,700 
MOBILE, Ala.—74.8 220,700 PEORIA, Il!.—77.1 **7 166,800 
WAIA-TV IA,N); WKRG-TV (C) WEEK-TVT (N); WMBD-TVT (C); WTVHT (A) 
231,700 (WEEK-TV operates WEEQ-TV, La Salle, lll.) r 
; KTHV (C); KATV (A) MONAHANS, Tex. tt |‘ 
KVKM.TV (A) PHILADELPHIA, Pa.—92.0 1,898,800 
2,670,600 WCAU-TV (C); WFIL-TV (A); 
A); KCOP; KHJ-TV; MONROE, La.— EL DORADO, Ark.—72.2 137,600 WRCV-TV {N) | 
KRCA (N); KTLA; KTTV KNOE-TV (AC); KTVE (A,N) ; 
PHOENIX-MESA, Ariz.—81.1 198,000 
458,700 MONTGOMERY, Ala.—68.1 150,800 ¢ ay Coe, 
AN); WHAS-TV (C) WCOV-TV# (Cl; WSFA-TV (N} $54,500 Se er eee One D 
PINE BLUFF-LITTLE ROCK, Ark.—73.1 231,700 
103,500 DAUNCIE, ind.—67.2 131,300 KATV (A); KARK-TV (N); KTHV (C) 
WIBC-TVF (A,C,N) 
PITTSBURG, Kan.-JOPLIN, Mo.—81.0 151,900 \ 
51,000 NASHVILLE, Tenn.—73.9 343,000 KOAM.-TV {A,N); KODE-TV (A,C) 
WIAC-TV (Cl; WSIX-TV (A); WSM-TV (N) 
BURGH, Pa.—93.0 1 
150,600 NEW BRITAIN-HARTFORD, Conn.—92.2 631,500 ae (0); WIC IN); WTAE (A) amet A 
WTIC-TV (Cl; WNBCT (N); WHCTT $292,800 a 
PLATTSBURG, N.Y.—85.9 120,500 
107,800 NEW HAVEN, Conn.—86.0 852,000 WPTZ (A,N} ‘ 
WNHC-TV (A) ic 
NEW ORLEANS, Lo.—80.8 379,400 POLAND SPRING, Me.—91.1 312,400 a 
230,100 WDSU-TV {A,NI; WVUE (A); WWL-TV {C) WMTW-TV 1A,C) (Mt. Washington, N.H.) in 
|; WKOW-TVF (A); WMTVT iN) $104,600 , : F 
NEW YORK, N.Y.—92.1 4,904,200 Fees om. tt : 
569,300 WABC-TV (Al; WNEW-TV; WNTA-TV; WCBS-TV (C) WSUR-TV _ 
WOR-TV; WPIX; WRCA-TV (N) PORTLAND, Me.—91.2 211,800 2 
NORFOLK, Va.—85.2 338,200 WCSH-TV (NJ; WGAN-TV (C) E: WM 
63,000 WAVY 1A); WTAR-TV (Cl; 104,700 PORTLAND, Ore.—84.4 462,500 a G 
WTOV-TVt; WVEC-TVF IN) KGW-TV (N); KOIN-TV (C); KPTV (A); KHTVt ttt vi 
160,800 NORTH PLATTE, Neb.—69.6 20,600 PRESQUE ISLE, Me.—81.3 19,600 tk 
KNOP-TY (N} WAGM-TV 1A,C) pe 
tt OAK HILL, W. Va.—72.3 129,600 PROVIDENCE, R.1.—92.1 787,600 er 
WOAY-TV [A,C) WIJAR-TV (A,N); WPRO-TV (C) ae 
44,800 ODESSA-MIDLAND, Tex.—70.7 83,800 PUEBLO-COLORADO SPRINGS, Colo.—78.3 91,700 ese 
KOSA-TV (C); KMID-TV (A,N) KCSJ-TV (N); KKTV 1A,C,); KRDO-TV (N) ? 
481,200 OKLAHOMA CITY, Okla.—83.3 335,300 QUINCY, III.-HANNIBAL, Mo.—90.2 191,800 ey 
A); WMCT (N); WREC-TV (C) KWTV (C); WKY-TV (N); KOCO-TV IA) (Enid) WGEM-TV (A,N); KHQA-TV (C) ? 
’ 
WSM-TV’s recently completed tower (tallest 
in the Central South) is merely one more step 
in an engineering policy which constantly asks 
one simple question; 
“What does it take to send a better picture 
to more people?”’ 
As partial answer to this continuing quest, 
WSM-TV has given the Nashville market a 
unique series of engineering firsts ... micro- 
wave relays, key effects equipment, zoom 
lenses, color equipment, live remote units... un 
The list is long. The results impressive. The 
Central South has come to count on WSM-TV 
for clearer, more professional telecasting ... TO1 





Nashville Market. 


Ask Hi Bramham or any Petry man how better 
engineering adds volume and tone to the 
WSM-TV symphony of sales. It's hi-fi listening 
if you want to ring cash registers in the 


WSM 


Nashville, Tennessee 


Represented by PETRY 






“BANE, 





OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY 
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THE MEDIA SURVEYS 
YOU USE SHOW 
CONCLUSIVELY... 


% 





IS SOUTH FLORIDA'S. 


] LARGEST 
m{ DAILY CIRCULATION 


=} MEDIUM 


ve Authoritative current circulation 
vail criteria verify that WTV4J is first 


.. . in daily penetration of Amer- 
ica’s fastest-growing area market, 


in daily circulation among South 
He Florida’s buy-conscious perman- 
ent residents. : 
800 


{ Within South Florida’s fabulous _ 
- Gold Coast alone, WTVJ is 
viewed daily in 27% more homes — 
than the area’s principal news- 
_ paper is read. Complete details 
are available from your PGW 
» Colonel or WTVJ Sales. 








Only WTV3 — with 
unduplicated network 
signal — delivers 
TOTAL COVERAGE 
of South Florida! 7 





SOUTH FLORIDA 


CHANNEL a 


Represented Nationally by: 
Peters, Griffin, Woodward, Inc. 














Market & Stations—% Penetration TV Homes 

RALEIGH-DURHAM, N.C.—75.2 274,400 
WRAL-TV (N); WTVD {A,C) 

RAPID CITY, $.D.—54.1 **34,500 


KOTA-TV (A,C); KRSD-TV (N) 
(KOTA-TV operates satellite KDUH-TV, Hay Springs, Ne! 


REDDING, Cal.—75.1 
KVIP-TV (A,N) 


RENO, Nev.—81.6 
KOLO.-TV {A,C,N) 


RICHMOND, Va.—81.1 
WRVA-TV (C); WTVR (A); 
WXEX-TV (N) (Petersburg, Va.) 


b. 


58,900 


38,900 


268,600 


RIVERTON, Wyo.—52.9 8,200 
KWRB-TV (C,N,A) 

ROANOKE, Va.—79.1 292,100 
WDBJ-TV (C); WSLS-TV (A,N) 

ROCHESTER, Minn.—88.3 91,900 
KROC.-TV (N) 

ROCHESTER, N.Y.—90.2 317,900 
WROC.TV (A,N); WHEC-TV (A,C); WVET-TV {A,C) 

ROCKFORD, ili.—90.1 199,400 
WREX-TV (A,C); WTVOT (N) +99,100 

ROCK ISLAND, Ill.-DAVENPORT, lowa—92.1 346,800 
WHE6F-TV (A,C); WOC-TV (IN) 

ROSWELL, N.M.—69.9 54,800 
KSWS.-TV {A,C,N) 

SACRAMENTO-STOCKTON, Cal.—84.7 379,300 
KXTV (C); KCRA-TV (IN); KOVR (A); KCCC-TVT tt 

SAGINAW-BAY CITY, Mich.—90.8 301,800 
WKNX-TVT {A,C); WNEM-TV {A,N) 166,600 

ST. JOSEPH, Mo.—88.4 203,600 
KFEQ-TV (C) 

ST. LOUIS, Mo.—92.0 847,000 
KSD-TV (N); KTVI (A); KMOX-TV (C); KPLR-TV 

ST. PETERSBURG-TAMPA, Fia.—76.6 312,500 
WSUN-TVT (A); WFLA-TV (N); WTVT (C) +187,700 

SALINAS-MONTEREY, Cal.—83.8 192,200 
KSBW-TV (A,C,N) 
(includes circulation of optional 
satellite, KSBY-TV, San Luis Obispo.) 

SALISBURY, Md.—53.1 133,500 
WBOC.TVF [A,C) 

SALT LAKE CITY, Utah—86.2 247,500 
KSL-TV (C); KTVT (N); KUTV (A); 
KLOR-TV (Provo, Utah) 

SAN ANGELO, Tex.—74.6 27,900 
KCTV {A,C,N) 

3AN ANTONIO, Tex. 276,300 
KCOR-TVt; KENS-TV (C); KONO (A); WOAI-TV (N) tt 

SAN DIEGO, Cal.-TIJUANA, Mex.—93.2 295,900 
KFMB-TV (C); KFSD-TV (N); XETV (A) 

SAN FRANCISCO-OAKLAND, Cal.—87.6 1,293,600 
KGO.TV (A); KPIX (C); KRON-TV (N); KTVU 

SAN JOSE, Cal.—83.7 235,800 
KNTV {A,C,N) 

SAN JUAN, P.R. tt 
WAPA-TV [A,N); WKAQ.-TV (C) 

SAN LUIS OBISPO, Cal. (See Salinas-Monterey) 

SANTA BARBARA, Cal.—82.1 69,300 
KEY-TV {A,C,N) 

SAVANNAH, Ga.—71.0 106,200 
WSAV-TV IN); WTOC-TV {A,C) 

SCHENECTADY-ALBANY-TROY, N.Y.—91.1 **459,300 
WRGB IN); W-TEN (C); WAST (A) 
(W-TEN operates satellite, WCDC, Adams, Mass.) 

SCRANTON-WILKES-BARRE, Pa.—76.8 253,100 
WDAUT (C); WBRE-TVT (N); WNEP-TVT (A) 
(Includes community antennas in counties not creditec) 

SEATTLE-TACOMA, Wash.—88.1 545,700 
KING-TV (Al; KOMO-TV (N,A); KTNT-TV; 
KTVW; KIRO-TV (C) 

SEDALIA, Mo.—87.2 26,500 


KMOS.TV (A) 
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WREX-TV 


RATES 79" 


AMONG THE TOP 
ONE HUNDRED TV MARKETS 


SOURCE: TELEVISION MAGAZINE 


“YOU GET THE LION’S 
SHARE OF RICH 
AGRICULTURAL AND 
INDUSTRIAL MID*AMERICA” 


Shoot Dead Center 
for SALES POWER! 


a*J 


e 


YES, STRAIGHT SHOOTIN’ 
RIGHT INTO 365,000 
HOMES IN THE HEART 

OF MID*AMERICA’S 
AGRICULTURAL AND 
INDUSTRIAL MARKETS 


REPRESENTED BY H-R TELEVISION INC. 
J. M. BAISCH GEN. MGR. 


VW ae” LV 





















































station on thagmove... 


WTVT 








)* 
: 


TAMPA - ST. PETERSBURG 


Horfégulture is big business in the market on the move... 


TAMPA = ST. PETERSBURG 


Acres of bouquets — in the case of Florida, 21,333 acres of 
flowers and greenery, valued at $35,808,000, shipped to 
Northern markets annually! 


Rich source of this floral wealth is the progressive, productive 
Tampa - St. Petersburg area — “‘market on the move.”’ 


Comparably progressive, comparably productive as a buy for 
you, is WT VT —“‘station on the move.’”’ WTVT — first in 
total share of audience* (48.6%) ... first with highest rated 


CBS and local shows! 
*Latest ARB 


WKY-TV Oklahoma City 


Channel 13 WKY-RADIO Oklahoma City 


Represented by the Katz Agency 


THE WKY TELEVISION SYSTEM, INC. 


Market & 



































































SHREVEP* 
KSIA UA 


SIOUX Ci 
KTIV fA 


SIOUX Fi 
KELO-T' 
KDLO-T 


SOUTH B 
WNDU. 


SPARTAN 
(See As 


SPOKANE 
KHQ.-T| 


SPRINGFI 
WICcst 
(Opera! 


SPRINGFI 
WHYN 
(WWILP 


SPRINGFI 
KTTS-T! 


STEUBEN' 
WSTV- 


SUPERIO! 
WDSM. 


SWEETW/ 
KPAR-T' 


SYRACUS 
WHEN. 
(WSYR- 


TACOMA 
KTNT-T 
KOMO. 


TALLAHA 
WCTV 


TAMPA-S 
WFEIA-T 


TEMPLE-V 
KCEN-1 


TERRE Hi 
WTHI-T 


TEXARKA 
KCMC- 


THOMAS 


TOLEDO, 
WSPD.-1 


TOPEKA, 
WIBW- 


TRAVERS 
WPBN- 


TUCSON, 
KGUN-’ 


TULSA, O 
KOTV { 


TUPELO, | 
WTWY 


TWIN FAI 
KUX-TV 


TYLER, Te 
KLTV [A 


UTICA-RC 
WETV | 


VALLEY ¢ 
KXJB-TV 
(See als 


WACO.-TE 
KWTX-1 
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SHREVEPORT, La.—77.1 249,600 WASHINGTON, D.C.—89.0 824,600 
KSLA {A,C); KTBS-TV [A,N) WMaAL-TV (A); WRC-TV (NJ; WTOP-TV (Cl); WTTG 
SIOUX CITY, lowa—88.1 203,200 WASHINGTON-GREENVILLE, N.C.—76.1 192,400 
KTIV (A,N); KVTV (A,C) WITN (N); WNCT {A,C) 
$lOUX FALLS, $.D.—74.9 **222,100 WATERBURY, Conn. tt 
KELO-TV (C,N,A) (Operates boosters WATR-TVt (A) 
KDLO-TV, Florence, S.D. and KPLO-TV, Reliance, S.D.) 
ATERLOO-CEDAR RAPIDS, i — 90.3 324,200 
ae en eae Teeneee MEW WILTY IN, KCEG-TV Alp WOAT-TY 10 ‘ 
WNDU-TVt (N); WSBT-TVf (Cl; WSJV-TVT (A) . : 
SPARTANBURG, S.C WAUSAU, Wis.—88.4 97,600 
(See Asheville, N.C., Greenville-Spartanburg, S.C.) WERE DEIS 
SPOKANE, Wash.—76.2 245,500 WESLACO-HARLINGEN, Tex.—69.7 *72,700 
KHQ-TV (N); KREM-TV (A); KXLY-TV (C) KRGV-TV IN,Al; KGBT-TV (A, 
SPRINGFIELD, ll1.—65.3 **+125,300 WEST PALM BEACH, Fla.—74.8 73,600 
WICST (A,N) WEAT.-TV (A); WPTV (C,N) 
(Operates satellite WCHUT, Champaign, III.) 
WHEELING, W. Va.—88.3 349,400 
SPRINGFIELD-HOLYOKE, Mass.—79.1 **+170,100 WTRF-TV (A,N) 
WHYN-TVT (A,C); WWILPT IN) 
(WWILP operates satellite WRLPT, Greenfield, Mass.) WICHITA-HUTCHINSON, Kan.—84.3 ***258,500 
KAKE-TV (A); KARD-TV (N) KTVH (C) 
SPRINGFIELD, Mo.—82.2 179,300 IKTVC, Ensign, Kan., satellite of KAKE-TVI 
KTTS-TV (C); KYTV (A,N} 
WICHITA FALLS, Tex.—79.1 126,300 
STEUBENVILLE, Ohio—90.3 437,000 
’ X-TV (A,N); KSYD-TV (C) 
WSTV-TV {A,C) etait 
SUPERIOR, Wis.-DULUTH, Minn.—83.0 171,200 asevscadipannpenrigaseeceguy teeta Tasqeee 
enw 06, te eeeete Oe WBRE-TVt (N); WNEP-TVf (Al; WDAU-TVT {C) 
sil , (Includes community antennas in counties not credited.) 
SWEETWATER, Tex.—79.6 63,800 
KPAR-TV (CI WILLISTON, N.D.—50.2 20,100 
KUMV-TV (N,A) 
SYRACUSE, N.Y.—90.2 ¥**453,300 ? 
WHEN-TV (A,C); WSYR-TV IN) WILMINGTON, N.C.—69.0 121,100 
(WSYR-TV operates satellite WSYE-TV, Elmira, N.Y.) WECT {A,N) 
TACOMA-SEATTLE, Wash.—88.1 545,700 WINSTON-SALEM, N.C.—86.2 337,100 
KTNT-TV; KTVW; KING-TV (A); WSJS-TV (N) 
KOMO.-TV (N,A); KIRO-TV (C) 
WORCESTER, Mass. tt 
TALLAHASSEE, Fia.-THOMASVILLE, Ga.—61.0 113,900 Wwokrt (N) 
WCTV [A,C,N) 
YAKIMA, Wash.—67.1 **+105,800 
TAMPA-ST. PETERSBURG, Fla.—76.6 312,500 KIMA-TVt (A,C,N) 
WFLA-TV (N); WTVT (C); WSUN-TVF (A) $187,700 (Operates satellites KLEW-TV, Lewiston, Ida., 
KBAS-TVT, Ephrata, Wash., KEPR-TVY, Pasco, Wash) 
TEMPLE-WACO, Tex.—78.1 123,800 
KCEN-TV (N); KWTX-TV (A,C) YORK, Pa.—60.0 $39,500 
WSBA-TVT (A) 
TERRE HAUTE, Ind.—91.1 216,000 t 
HI-TV (A 
eee ne YOUNGSTOWN, Ohio—69.3 $144,300 
TEXARKANA, Tex.—73.2 82,100 WFMJ-TV4; WKBN-TVT (C); WKST-TVT (A) 
KCMC.TV a Q P ‘ r (includes community antennas in county not credited.) 
THOMASVILLE, Ga.-TALLAHASSEE, Fla. (See Tallahassee) YUMA, Ariz.—75.0 25,200 
KIVA (C,N,A) 
TOLEDO, Ohio—93.3 379,000 
WSPD-TV (A,N); WTOL-TV (C,N) ZANESVILLE, Ohio—85.3 23,700 
WHIZ-TVT (A,C,N) 
TOPEKA, Kan.—80.4 115,400 
WIBW-TV [A,C) ® Due to conflicting research data, this market has not been 
reevaluated pending further study. 
TRAVERSE CITY, Mich.—83.7 37,400 + UHE 
WPBN-TV (N,A) sa 
TT Incomplete data. 
TUCSON, Ariz.—79.0 99,900 
KGUN.TV (A); KOLD-TV (C); KVOA-TV (N) Ttt New station-coverage study not completed. 
TULSA, Okla.—83.5 304,200 Tee oe 
KOQTV (C); KVOO-TV (N); KTUL-TV (A) ** Includes circulation of satellite (or booster). 
TUPELO, Miss.—59.0 55,800 *** Does not include circulation of satellite. 
WTWY IN) 
TWIN FALLS, ida.—72.6 26,800 
KLIX-TV {A,C,N) 
TYLER, Tex.—70.8 110,600 
KLTV {A,C,N) TV MARKETS 
UTICA-ROME, N.Y.—92.2 139,100 Pee Cn 6 din-5 066 0c dcanceneuswere® 127 
WET AGN 2-channel markets.......... ee 65 
VALLEY CITY, N.D.—74.2 167,900 SCRE IN. os isi sos veNisscivescan ase 56 
KXJB-TV (C) 
(See also Fargo, N.D2 4- (or more) - channel markets................ 16 
WACO-TEMPLE, Tex.—78.1 123,800 er pr raee 264 
KWTX-TV (A,C); KCEN-TV (N) Commercial stations U. S. & possessions...... 511 
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. . + our own horn, that is . . . but we feel justi- 
fied! Once again KSLA-TV has captured ‘‘top 
honors’’ with NINE of the TOP TEN shows. .. . 


NINETEEN of the TOP TWENTY . . . TWENTY- 
EIGHT of the TOP THIRTY with a weekly audience 
of 58.4% mornings, 71.9% afternoons and 64.9% 
nighttime.* 


KSLA-TV has always kept pace with audience de- 
mands by programming imaginatively . . . cre- 
ating fresh, new local shows and talent . . . and 
operating full power with a clean, clear picture. 


It takes all this and more to capture and hold 
leyal audiences day after day . . . week after 
week . . . and in our case yeor ofter year! 


If you're not already convinced, call in your 
Harrington, Righter and Parsons man for the com- 
plete story on what makes KSLA-TV the advertising 
buy in Shreveport! 


*ARB—April 17-May 14 ‘59 






channel 
shreveport, la. 


Represented nationally by: 
Harrington, Righter and Parsons, Ine. 
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RANKINGS IN ADVANCE from page 48 


‘pected. The odds are consequently 
ind-a-half to one that if Cornell 
iny program for the top twenty- 
t will make it. 
| the odds are 100 to one that this 
im will be a success, that is with a 
of over 25. Cornell’s figures for the 
tom group show that odds are two to 
that if he picks a show for the bot- 
tom grouping, it will fall into that classi- 
fication. And again, the odds are 100 to 
one that any show he selects for the bot- 
tom group will be mediocre—that is a 
tallu 
‘wo thirds of all his predictions came 
within five share points. A look at the 
hist of cancelled shows leads one to 
conclude that a five point range of activ- 
ity is a practical base. Consequently, the 
main value of this type of forecasting lies 
in being able to pimpoint your program 
within five share points in the top or 
bottom third. Those agencies and spon- 
sors who learn how to do this no longer 
need to fly by the seat of their pants in 
network TV. 


WHY SHARE OF AUDIENCE? 


ire of audience figures are used by 
Cornell and other professional pro- 
, analysts because they measure pro- 
ns equally. Share reflects the true ap- 
peal of a program in a specific competi- 
tive situation, not its nationally delivered 
audience. It is therefore a base for pro- 
gram strategy. The competitors are 
udged from an equal start, not from any 
advantage one or the other may be given. 
Ratings, however, are affected by other 
siderations: station lineups, sets in 
Programs presented late at night 
set usage is lower cannot be ex- 
to get as high ratings as those 
d earlier during peak viewing time. 
tation lineups too, can affect ratings. 
sponsors who buy full lineups of 
itions will obviously enjoy better rat- 
than others who buy only the com- 
etitive three-station markets. 

get the share of audience, Mr. 
nell focuses on the competitive mar- 
where the program scheduling is 
tant; in smaller markets, stations fre- 
ly do not position their programs in 
regularly scheduled network time 
Once share is determined in the 
ympetitive markets, it is comparatively 
isy to project out into the smaller mar- 
ind determine national share which 
ibout a point or two higher. And 
the national share is estimated, the 
can be projected by accounting for 

ious factors which influence it. 
analysis demands a great deal of 
jent and experience. On one hand, 
)t films of the new programs must 
uated. On the other, a great deal 


To page 84 








COMPETITIVE TV MARKET SHARE OF AUDIENCE (ESTIMATED) NOV.-DEC. 1955 


TOP 25% 


lead-in 
(Share of 
the Show 


Network Preceding) Program 


THIRD 25% 


lead-in 
(Share of 
the Show 


Network Preceding) Program 





Gunsmoke 

Wagon Train 

What's My Line .... 
Rifleman 


Perry Como 
This Is Your Life .... 
Maverick 

see Riverboat 
Twilight Zone 
Zane Grey 
Danny Thomas 
Real McCoys 
Have Gun 
Cheyenne 
Jack Benny 
George Gobel 
Bonanza 
The Rebel 
Laramie 
Hitchcock 
Wyatt Earp 
Father Knows Best ... 
Price Is Right 
77 Sunset Strip 
Bat Masterson 
Ford Specials 


SECOND 25% 


lead-in 
- (Share of 
the Show 


Network Preceding) Program 





Johnny Staccato .... 
Five Fingers 

Tell The Truth 

Dollar A Second .... 
I've Got a Secret ... 
Loretta Young 

Wells Fargo 
Alcoa-Goodyear 

Red Skelton 
Armstrong Circle 


res U. S. Steel Theatre .. 
NBC Specials 
Sunday Showcase ... 
Fibber McGee 
Ed Sullivan 


Gale Storm 

The Alaskans 

Dobie Gillis 

Hawaiian Eye 

Johnny Ringo 
Untouchables 

Man From Blackhawk 27 
Philip Marlowe 
Bachelor Father ....27 

Average ... 


BOTTOM 25% 


lead-in 
(Share of 
the Show 


Network Preceding) Program 





Ann Sothern 
Playhouse 90 

Perry Mason 

The Detective 
Rawhide 

Lawman 

Dead or Alive 
Wichita Town 
Sugarfoot-Bronco . 
Ernie Ford 

Groucho Marx 

Person to Person .... 
Love & Marriage .... 
Adventures in 
Paradise 


Garry Moore 
Black Saddle 
Hennesey 
Bourbon Street 
Man Into Space 
.The Plainsman 
Challenge 

June Allyson 


Dinah Shore 

Name That Tune .... 
«++ePat Boone 

Mike Kovac 


Millionaire 
Tightrope 
Arthur Murray 


Dennis, The Menace . 
Goldie 

The Texan 

Dennis O'Keefe . 
Keep Talking 

Take A Good Look .. 
Wed. Boxing 

Gillette Boxing 

High Road 

Jubilee 
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,ANKINGS IN ADVANCE from page 82 


tistical work must be done with 


h materials. 
to the analysis of the actual pro- 
Mr, Cornell has seen most of the 
is consideration of the various 
ts of the program; idea, star-per- 
novelty, theme, production and 
Cornell maintains however, that 
herent appeal of the program is 
ne factor, and not always the most 


Cant one. 


‘actors in program success 


factors of extreme significance 
program’s position in the sched- 
interrelationships with other 
the kinds of audiences that view 


ing, old, middle-aged. He then goes 


break down even further some of 
lassifications by sex, age, income 
her analytical criteria. Age and sex 


tal to establishing interest in pro- 


ypes: e.g. westerns or the Loretta 
show which is aimed at women. 
etition is a key question which 


strong programs improve upon the share 
they receive; and conversely very weak 
programs lose audience. Survival often 
depends on position in the schedule. 

Other important considerations in any 
analysis of audience are: competitive 
market share of viewing; viewers per set 
by men, women and children. Who actu- 
ally controls the dial? Mr. Cornell assigns 
a great deal of importance to the “pro- 
gram selector” as he calls the dial con- 
troller. 

Share of audience also eliminates im- 
portant seasonal differences. Share is, 
after all, a relative figure while a rating 
is an absolute figure. During peak view- 
ing periods, for example, the share may 
be low yet the program may attract more 
viewers than a show with a higher share 
in summer when the sets in use are down. 

Mr. Cornell has spent twelve and a half 
years in the field of broadcast audience 
research. Before joining N. W. Ayer and 
Son, where he is now in his second year, 
he was assistant to the vice president, 











relates to placement. Very plans and research, NBC-TV. END 
45 PROGRAMS REMAINING IN 27 OLD PROGRAMS IN NEW 
SAME TIME PERIODS TIME PERIODS 
Share of Est. “Share of Est. 
Previous Share Previous Share 
Program Nov.- Program Nov.- 
ork Mar.-Apr. Program Dec. _ Network Mar.-Apr. | Program Dec. 
+ 56%. +++. Gunsmoke .......... 50% ee iy Perry Como .......-- 41% 
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What if youre u 
toreach the 
cotton pickin’ sel 


ls your market regional? Coverage is — 
easier when your show is on film. 
Every station in the land is equipped © 
to handle it...and you know your © 
message comes through the way you 

want it to! 


Actually, film does three things for 
you... 3 big important things: 
1. Gives you the high-polish com- | 
mercials you've come to expect — 
... fluff-free.. .. sure ; 
2. Gives you coverage with full — 
pre-test opportunities 


Retains residual values 








For more information write: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY — 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave. 
New York 17, N. Y. 


Midwest Division 
130 East Randolph Drive 
Chicago, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or 


W. J. German, Inc. 

Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 
Fort Lee, N. J.; Chicago, Ill.; 
Hollywood, Calif. 
























MERE RSE REE AAPL ATE 





FAlways shoot it on EASTMAN FILM . . . You'll be glad you did! 











WJAR-TV- CHANNEL 10 - PROVIDENCE, R.1.- NBC - ABC - REPRESENTED BY EDWARD PETRY &CO., INC. 











MAN ON A TIGHTROPE from page 51 


“Each day brings a new problem; before you know it, you've got a product conflict on your hands.’ 


porting to GF advertising v.p. Edwin W. 
Ebel. The others: advertising budget 
(controls) manager Frank J. Harvey and 
media coordinator Archa O. Knowlton. 

Aside from coordinating the TV activi- 
ties of GF’s vigorously independent pro:!- 
uct divisions, Dingwall reads every script 
to see if its content matches the corporate 
personality GF wants to convey. “So far 
as we can, we combine brands on single 
shows, maintaining supervision and di- 
rection of our own half-hours . + 

The problem of maintaining overall 
TV efficiency for a company with a di- 
ersified product operation is reflected in 
the job of one of the newest corporate 
TV specialists, John Tyner, TV adver- 
tising coordinator of the Bristol-Myers 
Products Co. Tyner’s appointment this 
summer came in the wake of the divi- 
sion’s change to a product manager setup 
(previously each product had a product 
advertising manager and a merchandis- 
ing manager). 

Today, Yale man Tyner, 39, formerly 
ad manager for Vitalis, and later adver- 
tising supervisor, coordinates the TV 
activities of the division’s six brand man- 
agers. “The minute a brand manager 
begins to think of himself, as say, the 
president of the company, it doesn’t take 
much to remind him that his brand 
could not sustain a single show by itself.” 

Tyner, who with his counterpart for 
radio and print, Roger Whitman, reports 
to advertising vice-president Alfred A. 
Whittaker, not only schedules commer- 
cials. He also reads scripts, deals with 
Hollywood if the division has a show 
there and handles negotiations with net- 
works and packagers (any actual pur- 
chase must be okayed by Whittaker) . 

A good part of Tyner’s time, of course, 
is devoted to coordinating the TV efforts 
of the B-M Product division’s four 
agencies, one of which (Y&R) is the 
“clearing house” for spot TV. Although 
not directly involved, he keeps an eye on 
the TV activities of B-M’s Grove Labs 
and Clairol, a new acquisition. 

“Each day,” says Tyner, “brings a new 
situation, a new problem. Nowadays the 
networks will sell you anything you want 
as the air becomes crowded with adver- 
tisers you never knew existed. Before you 
know it, you've got a tidy little product 
conflict to resolve.” Complicating the 
problem, of course, are split sponsor- 
ships. This year, for the first time in its 
broadcasting history, the B-M products 
division will share the cost of all its net- 
work shows excepting Alfred Hitchcock. 
Tyner has the delicate job of bringing 
the product managers and agency repre- 
sentatives into agreement on meshing 
B-M commercials with the cross-plugs of 


R. J. Reynolds on Peter Gunn, I’ve Got a 
Secret and NBC-TV’s new show, Staccato. 

Like GF’s Dingwall and B-M’s Tyner, 
the trend to fragmented buys is one of 
the chief concerns of the corporation TV 
specialist of another major package goods 
advertiser, 39-year-old George Thomas 
Laboda, radio-TV director of Colgate- 
Palmolive. 

“. . . Staking out a program franchise, 
developing both the program and the 
time period, have disappeared largely as 
television advertising has become more 
fractionalized. We want to bring it back. 

“Since we don’t want to see our com- 
mercials dissipated in a welter of other 
brands, we don’t only have to reckon with 
the multi-sponsorship pattern, but also 
with the realization that even the 30- 
minute show is finished. The hour shows 
are emerging.” 

Mason and Sullivan Colgate’s big guns 

To meet this challenge, this year Col- 
gate’s big weapon will be complete spon- 
sorship on alternate weeks of two hour- 
long shows, Saturday’s Perry Mason and 
Sunday’s Ed Sullivan. “We want domi- 
nance—the one-two punch on weekends 
when the audience is greatest.’ Colgate, 
of course, will maintain continuity 
through the rest of the week with sev- 
eral regular shows. 

Looking over the past six years, La- 
boda finds that his basic responsibilities 
remain unchanged (he deals with three 
men; marketing vice-president John L. 
Bricker, executive vice-president Ralph 
A. Hart and board chairman and presi- 
dent Edward H. Little). Laboda, joined 
Colgate in 1946 as an advertising re- 
searcher, became head of ad research in 
1948, then assistant radio director and 
took his present job in 1953. 

Colgate’s concentration of power in 
the hands of its own programming spe- 
cialist is all the more intriguing when 
one considers what’s been happening at 
the other big soap companies in recent 
years. Lever and P&G, by contrast, have 
delegated more programming control to 
their agencies. Their emphasis now is 
more on the media rather than program- 
ming specialist. Not so at Colgate, where 
Laboda retains full rein over program- 
ming activities. 

In picking shows, Laboda throws open 
the doors to Colgate’s eight agencies, 
while his three-man staff scouts proper- 
ties on their own. 

Prospective shows are narrowed down 
by Laboda and staff and submitted for 
consideration by division heads and 
product managers. “We try to satisfy 
their needs,” says Laboda. “There are 
seldom any impasses” since product man- 
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agers are generally in close touch with 
Laboda all the time. Products are slotted 
in programs considered to have the ap- 
propriate climate for the item advertised. 

While Laboda is primarily a program 
negotiator, the divisions’ product man- 
agers (through their agencies) are re- 
sponsible for copy and commercials. 

The increasing responsibility focused 
on the corporation TV specialist is not, 
of course, confined strictly to heavy pack- 
age goods advertisers such as Bristol- 
Myers, General Foods and Colgate. Take 
U.S. Steel, which has had a TV specialist 
longer than most consumer goods com- 
panies. For Steel is probably the out- 
standing example of an advertiser out to 
present a corporate image via TV as well 
as individual products (see “U.S. Steel: 
The Search For An Image,” TELEVISION 
MaGazineE, May 1959). 

At Steel, Charles Underhill, 50, direc- 
tor of TV and visual media, reports to 
Charles W. Huse, director of the corpo- 
ration’s public relations department, 
which, in turn, is responsible directly to 
the chairman of the board and runs 
Steel’s six-year-old pipeline to the public, 
The United States Steel Hour. 

Basically, Underhill, formerly director 
of TV programs at CBS, and later at 
ABC, concentrates on TV programming 
and Steel’s institutional commercials, 
with about a quarter of his time left over 
for production of industrial films (six of 
which Steel turns out a year). 

Underhill’s programming responsibili- 
ties embrace reading, accepting or re- 
jecting scripts, casting and program pro- 
duction. While he does not get into 
individual purchases of TV properties, 
each year he negotiates Steel’s contract 
with The Theater Guild, producer of 
the Sieel Hour. 


Many interests to please at Steel 


Underhill, with an eight-man staff to 
assist him, looks upon himself primarily 
as a liaison man. While Steel’s PR 
pitches are his primary concern, he is in 
close touch with product strategy, shut- 
tling between Steel’s New York PR office 
and the ad department in Pittsburgh 
about twice a month. “As a corporation, 
we have so many interests to please that 
we almost have to represent ourselves. A 
single commercial will have to be dis- 
cussed with some half a dozen divisions, 
each with a different axe to grind.” Steel 
has 13 operating divisions. 

Reconciling these different axes to 
grind is probably the top headache of 
TV specialists at two other advertisers 
with heavily decentralized operations, 
AT&T and Borden Milk & Ice Cream Co. 

To next page 
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MAN ON A TIGHTROPE continued 


‘TV is a risk. A network alters its schedule and it may change your entire advertising situation.” 


\T&T, for example, the cost of 
television specials this season 
effect ‘owned’ by the 20 af- 

| companies. “And while they do 

have to participate, all do,” accord- 

\T&T radio-TV manager William 

rd Haesche, Jr. Each affiliate gets a 
says Haesche, “because we are 
ing their money.” Haesche is in 
inuous touch with the advertising 
of the affiliates and their agencies. 
loesn’t get into the local ad picture, 

Cl. 

nerally, Haesche’s areas are working 
W. Ayer on programming (Ayer 
program supervisor Jack Rayel, a 
NBC-TV_ executive, handles 
negotiations) and with Cunning- 

Walsh on the spot TV campaigns 

the Yellow Pages. 

[elevision,” says Haesche, “is a big 
What’s true today will be false to- 
We've got to be like cats, look- 
ing in all directions. A network alters its 
schedule and it may change your entire 
idvertising situation. You’ve got to re- 
tain the right climate.” AT&T, according 
to Haesche, constantly faces “a tug of 
between what we should do as en- 
lightened big business and what we ought 

to do as an advertiser.” 

45, he began his career in PR 
with AT&T in 1946 at the Southern New 
England Telephone Co., seven years later 
transferred to AT&T headquarters and 
in 1954 administered the Bell Telephone 
Hour on radio. When AT&T went into 
network TV four years ago, he became 
radio- I'V manager. 

Like AT&T, decentralization at Bord- 
en’s Milk and Ice Cream Co. affects its 
[V efforts Ruff and Ready and Fury and 
the work of Edward J. Peguillan, 31-year- 
old national ad manager of air media 
of the parent company, the Borden Co., 
which buys national advertising for the 
subsidiary. Peguillan is the liaison man 
eckoning for the needs of the subsid- 

trong, autonomous district man- 

The many chairmen of Bor- 
1ilk and ice cream sales districts— 
mprise the Milk and Ice Cream 

y's directorship—are “very, very 

rful individuals.” Their allocations 


the national ad budget for the . 


ny and are based on each district’s 
s record and sales outlook. 
rding to Peguillan’s boss, Terry 
Rice, 36, the national ad man- 
the parent company, “Eddie 
hell of a problem. You cannot 
network show and allow these dis- 
pull in or out at will.” Rice 
| know. He had Peguillan’s job be- 
ving up to his present position. 
llan, formerly a production man 


at Donahue & Coe before coming to 
Borden’s Elsie Enterprises a few years 
ago, works on programming, research 
and budgets. He has two counterparts: 
Ronald M. Greiner, national ad manager 
for print media and David Reid, national 
manager for point-of-sale material. 

Peguillan is also sought for advice by 
the Borden Foods Co., which has its 
own ad department but no media spe- 
cialists per se. (This fall the Food Co. is 
sponsoring Queen for a Day on TV and 
Godfrey on radio.) 

A good measure of the scope and au- 
thority of a corporation TV specialist 
today, of course, is the power entrusted 
in him by the management and his re- 
lationship with the man who, in effect, 
actually is the “TV czar” of a company, 
the president. The position of the TV 
specialists at Kaiser and Revlon are two 
cases in point. 

For example, Kaiser’s TV specialist, 
Robert Morton Werner, who joined the 
company over a year ago on the recom- 
mendation of former NBC chief Sylvester 
L. Weaver, Jr., then a consultant to 
Kaiser, may be blessed in several ways. 
He is a personal friend of president 
Henry J. Kaiser. 

In addition, Mort Werner is a corpo- 
ration vice-president, “a staff officer at 
the headquarters company with no par- 
ticular, clear-cut duties other than that 
of seeing that some of our line companies, 
Kaiser Aluminum & Chemical Co. and 
Willys Motors, Inc., use television well. 
I am responsible for the successful opera- 
tion of Maverick and its commercial con- 
tent.” 


Responsible for entire commercial 


This means that Werner, 43, with a 
background as a West Coast radio writer- 
producer, OWI executive, troubleshooter 
for Weaver and later, programming v.p. 
at NBC-TV, generally follows through 
on all Kaiser TV commercials from be- 
ginning to end. 

Werner, who reports to Kaiser execu- 
tive vice president Eugene E. Trefethen 
Jr., only occasionally gets involved with 
the production of Maverick, which 
Kaiser owns jointly as a property with 
ABC-TV and Warner Bros. He and WB- 
TV v.p.-executive producer William T. 
Orr are old friends, both having worked 
at one time for radio station KMTR (now 
KLAC) Hollywood. A former station 
owner himself, Werner’s basic responsi- 
bility lies with the overall supervision of 
Kaiser-owned KHVH-AM-TV Honolulu and 
any other future station acquisitions such 
as one now contemplated in Latin 
America. 

Although similar in executive posi- 
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tions in that both have the ear of the top 

man, Revlon’s Morton Joseph Green dif- 

fers from Werner to the extent that mer- 

curial Charles Revson differs from Henry 
J. Kaiser. The latter professes to know 
nothing about TV, while the former in- 

sists on having a total voice over all TV / 
matters. Green, who once pitched a pro- 

gram (Make Me Laugh) to Revson, was 

hired last spring, thus eliminating a two- 

year search by Revlon for a man who 

could contribute an inside-show-business — 
know-how to Revlon’s less-than-satisfac- 

tory programming operations. 


Specials are Green’s chief concern 


Although Green is deeply involved 
with the production of commercials, his” 
chief responsibility lies in the operations 
of Revlon’s new series of variety specials. 

In this highly complex arrangement, 
charged with the mystery and emotion 
that almost always seems to surround 
Revlon, Green reports both to the om- 
nipotent Revson and to advertising v.p. 
F. Kenneth Beirn. On one hand, Green 
runs, what is, in effect, a program unit 
for Revlon, giving the cosmetics house 
complete production control without — 
brooking network interference. 

On the other hand, Green is supposed 
to work closely with Revlon’s five 
agencies and Beirn’s 25-man staff, includ- 
ing several media specialists and budget 
control experts, to coordinate all com- 
mercial and program production. Thus, 
Mort Green, primarily a showman, is in 
on almost every aspect of Revlon’s TV 
operations. Only time and ratings will 
tell just how well this arrangement will 
endure. 

One thing is certain about the general 
status of the corporation TV specialist. 
His growing eminence has raised a great 
deal of speculation about the shifting 
relationship of the advertiser with the 
agency and the media. 

Some observers believe the develop- 
ment of such an advertising executive 
is another symptom of clients’ dissatisfac- 
tion with the commission system when it 
comes to TV. They think this critical 
attitude hinges on the fact that the TV 
programming function has shifted out of 
agency hands and advertisers, more than 
ever before, are dealing directly with 
talent, the networks and packagers (see 
“The TV VP—An Agency Man In Evo- 
lution,” ‘TELEVISION MAGAZINE, June, 
1959) . 

No matter what the view, the fact that 
advertisers have such a stake in television, 
that they face the problem of conveying 
a corporate image to millions, makes the 
salary of a TV specialist a small price to 
pay for supervising their investment. END 
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THE MEDIA PLANNER from page 53 


cast men,” or “magazine men,” or “out- 
door advertising men.” This isn’t healthy. 
It smacks of narrow thinking—an un- 
willingness to examine all aspects of a 
problem and its possible solutions. 

One of the roadblocks thrown up by 
the relatively recent and widespread 
switch to all-media buying in media de- 
partments has been the effort of teaching 
timebuyers what print buying is all 
about, and print buyers the mysteries of 
radio and television. On some occasions, 
this resulted in a subconscious favoring 
of the buyer’s original medium, to the 
detriment of the new animal. But in oth- 
er instances, the effort to be fair and 
dispassionate has actually caused the 
buyer to favor the newer medium. 

While these problems work themselves 
out as time goes on, there is still con- 
siderable evidence of media planning 
done without reference to, or considera- 
tion of, the values inherent in all media 
forms. Too much of such thinking is 
automatic. Too little time is spent keep- 
ing up-to-date on new developments and 
alterations in the scheme of things. For 
example, sectional editions of magazines 
have opened many new opportunities for 
the average advertiser. The media 
planner who still regards magazines as 
strictly national in their distribution is 
laboring under an often costly delusion. 


Inaccuracies can damage an agency 


Thirdly, the good media planner takes 
pride in his work. The catch word here 
is accuracy, and the painstaking care 
usually needed to achieve this. One of 
the great tragedies affecting an other- 
wise top-flight media operation, is the 
silly error—the mechanical mistake which 
can throw budgets miles out of whack. 

In addition, nothing is quite as em- 
barrassing—and ultimately damaging to 
the total reputation of the advertising 
agency—as is a stream of such silly errors. 
This is true to an even greater degree 
than the case of the occasional magnifi- 
cent bloomer, of which we’ve all been 
guilty. It signifies shoddy thinking, which 
the client is perfectly justified in believ- 
ing reflects the attitude of the agency as 
a whole toward his company. 

Checking and rechecking work, while 
it seems dreadful drudgery at the time, 
often pays off a hundred-fold. It may 
slow job delivery down slightly, but if 
it’s successful in avoiding mechanical 
errors which necessitate redoing work, 
it’s easily justified. 

But I believe that the imposition of a 
series of checks on the accuracy of work 
is only part of the game. At best, it’s 
defensive. I believe that the media 
planner, by his own example of pride in 
his work, and by demonstrating an in- 
satiable desire for accuracy, can instill 


this feeling in his people all the way 
down the line. And, ultimately, this is 
the answer. 

In the fourth place, a good media 
planner is courageous. He takes a flyer 
once in a while, trusting his experience, 
judgment and instinct, even while know- 
ing that the figures indicate otherwise. 
I'd call this “conditioned hunch.” It may 
involve breaking some rules, but the 
planner is perfectly aware that the rules 
exist and is performing the act con- 
sciously. He is not acting in ignorance. 

In the same general area of courage, 
the media planner, once he has taken 2 
position, should defend it as vigorously 
as possible. Nothing is worse than the 
vacillator—the man who says, in effect, 
“Yes, this is my considered judgment, 
based on a thorough study of the situa- 
tion, but I’ll back off if you argue with 
me strenuously enough.” 

I once worked in the media department 
of a major agency with a man about 
whom a key figure in the publishing 
industry once said, ‘““There’s no one in 
our business whom I'd less rather try to 
sell my magazine to than Mr. X. But, 
by the same token, there’s no one in our 
business I’d rather have defending my 
interests, once he has made up his mind 
to buy it.” 

In the fifth place, the good media 
planner is not afraid of sheer hard work. 
Most people who have reached the ex- 
ecutive level in the media end of things 
have arrived there partly as a result of 
devotion to this principle. Media work 
requires much more than the usual nine 
to five job. It needs more time, if it is to 
get the thought and care it deserves. 


Much of the work done after-hours 


The man who is afraid of long hours 
and hard work should avoid a career in 
media planning like the plague. It’s no 
place for him. Many times it’s impossible 
to perform the planning function during 
office hours. The distractions are too 
great. Incessant meetings and the tele- 
phohe don’t help matters. And the nature 
of the media business is that external 
contact is essential. As a result, work goes 
home to be done during the quiet hours, 
or late trains become the order of the day. 

Last, but by no means least, the good 
media planner ought to possess an ex- 
ploring mind—a curiosity about why 
things happen and how they happen, a 
dissatisfaction with incomplete answers. 

About ten or fifteen years ago, a new 
breed of cat appeared on the media plan- 
ning scene. His contribution to present 
day advertising thinking has been one 
of the really significant advances in our 
business. For want of a better word, he’s 
called the media researcher. 

Today, media buying and planning 

To page 94 
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Exactly the same as before, except for one more column per page. (Over-all size 106” x 11”.) 
Standard advertising page still 7” x 10”, same as before. 
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” A WORD FROM THE PRESIDENT 


‘ 


os “The new, easier-to-use 4-column format is the most important advance in arrangement 

ation of listed data since 1920. That’s the year we went from tabular form, with media data reading 
from left to right across the page, to the present, improved columnar form. 

h less § The 4-column make-up is the 20th major improvement in SRDS Service to the media-buying 

aired. function since it was founded in 1919. How many of them can you remember? 


rmits § Glad to send you a list if you’d like to check them off.” : 
C. Laury Borrtuor, President 


SZODS STANDARD RATE & DATA SERVICE, INC. 
the national authority serving the media-buying function 


@® hon N's P) 1740 Ridge Avenue, Evanston, Illinois 
— Sales Offices: Evanston, New York, Los Angeles, Atlanta 














rHE MEDIA PLANNER from page 91 


‘argely dominated by these men, or 
people who in later years have had 
r training along research lines rather 
than under traditional media methods. 
of them head the media depart- 
ments of America’s largest advertising 
cies. Others have gone on to spec- 
tacular careers in the advertising and 
marketing ends of major U.S. corpora- 
tions. And they all reflect the urge toward 
greater knowledge of our now highly 
complex business. 


| 


Research is unlocking doors 


lo date, the function of this group has 
been primarily along the lines of how to 
inalyze and use existing media more 
fruitfully. But there is lately a ground 
i! in the direction of exploring areas 
which have hitherto been considered 
impenetrable. We’re now beginning to 
ork toward usable and universally ac- 
epted data on the matter of inter-media 
comparison, a question which faces us 
practically every day of our business life, 
und over which we limp and stumble 
cont inuously. 
elevision has brought with it a whole 
nest of complexities, not the least of 
hich is the relationship of show type 
» the effective presentation of various 
xlucts. Some years ago, total audience 
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*TV Mag., June '59 








94 





was regarded as virtually the sole valid 
criterion in the purchase of broadcast 
advertising directed at the mass market. 
Today we’ve begun to realize that certain 
shows provide incompatible backgrounds 
for certain products, and that it’s often 
better to take a licking in reach in order 
to marry the two elements more closely. 

Here’s another: What is the relation- 
ship of the in-show commercial to the 
station break in terms of impact? We’re 
getting closer to the answers to this one, 
too. And the bearing it has on the intelli- 
gent spending of advertising dollars is 
enormous. As a corollary, how much does 
show sponsorship deliver in the way of 
added impact to a commercial? Impos- 
sible to measure, you say? Maybe, but 
today we can’t take that point of view, 
and the good media planner continues 
to search out the answers, however 
elusive. 

Another big question is how often ad- 
vertising, either in print or in broadcast- 
ing, should be run. The solution to this 
one, and to other questions like it, rep- 
resent opportunities for the young men 
of today, who have in mind media plan- 
ning as a career. The answers will be, 
and have been, slow in coming, but the 
search goes on. 


Would like to sit on advertiser's side 

Having spent my entire business life 
in an agency, I’ve always had the urge 
to sit temporarily on the advertiser’s side 
of the fence—for one specific reason. I’d 
like, once in my life, to select a new 
advertising agency for a major company. 

I think the first thing I’d look for 
would be an agency’s ability to produce 
great advertising. And I don’t mean 
merely good work. I mean advertising 
which is always fresh, always out of 
the ordinary, and always powerful in 
its selling message. 

Secondly, I’d look for deep ability on 
the part of any new agency in the overall 
marketing area, not for the purpose of 
having them do my job for me, but to 
provide intelligent criticism—to discuss 
my business and all its complexities in 
knowledgeable terms. 

And third, I’d look for breadth and 
depth, particularly among the planning 
personnel, in media. I’d want to know 
how good the top media planners are, 
how deep their experience and how ded- 
icated to their jobs, feeling sure that 
their abilities would be reflected by the 
media people down the line. 

I’d make this a key reason for selecting 
one agency over all the others, knowing 
from my ‘own experience that the pains- 
taking, thoughtful and intelligent work 
done by able media planners today would 
give me major competitive advantages in 
marketing my product or service. | END 
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GROSS OF GILLETTE from page 57 


Gillette’s shaving division does not 
test its commercials. Gross says, “Our 
commercial themes have already evolved. 
We take the same general approach with 
all blade and razor commercials. But 
Toni and Paper Mate use Schwerin to 
test their commercials. These tests are 
used as guides rather than as selection 
devices.” 

All the Gillette divisions are autono- 
mous. Gross naturally checks their bud- 
gets, but they decide upon advertising 
strategy and its implementation. Gil- 
lette’s policy is to let them carry the ball. 
Only when matters go wrong does it 
intervene. 

“The cost of television has become 
so large,” Gross observes, “that compa- 
nies must put more and more products 
on their programs to spread the cost 
throughout their divisions.” 

The same is true of Gillette. Paper 
Mate participates in many of its Caval- 
cade events, and also occasionally on the 
Toni properties. Thorexin, a cough 
remedy produced by Gillette Laborato- 
ries, goes in heavily for spot, but it too 
has been moved onto some of the com- 
pany’s programs. 


Cavalcade gives Toni bonus viewers 


Even the shaving division and Toni 
trade time. Though their products serve 
the different sexes, Gillette’s Cavalcade 
is seen by many women. Interestingly 
enough, Gross estimates that the Caval- 
cade delivers more women to Toni per 
dollar than some Toni shows do. 

Gillette naturally is pleased about its 
bonus of women viewers. Women have 
become increasingly sports-conscious and 
razor blade-conscious through the years. 
The shaving division has even begun to 
produce some commercials for women 
viewers. “Several years ago,” Gross re- 
marks, “we took the use of blades by 
women for granted. They borrowed the 
shaving equipment of their husbands 
and fathers. But now more and more are 
buying blades for themselves.” 

Gross radiates a general air of satisfac- 
tion with TV. He is not so satisfied with 
many of its network executives, however. 
“It’s hard to predict what a major net- 
work executive will do tomorrow,” he 
observes. “We can’t develop close busi- 
ness relations with many of the networks 
because we’re always dealing with new 
faces in one area or the other. And 
each one has a different philosophy of 
programming.” 

Gillette is also involved heavily in 
radio, primarily for its shaving division. 
The company is using radio to encourage 
teenagers to use its products; to reach the 
teenagers, it sponsors disk jockeys. “We 
started to use them in Boston and now 
we are increasing sporsorship of such 


shows in other key cities. Our research 
shows that disk jockeys are listened to 
with loyalty.” 

An international company, Gillette 
uses TV on a world-wide basis. ‘““We’re 
buying TV in Brazil, Argentina and Eng- 
land. We beam the World Series to 
Latin America on radio. Television in 
other countries is effective but not to 
anything like the degree it is here,” Gross 
reports. 

As might be expected, Boone Gross 
is a busy man. He does not have too 
much time for hobbies. His hobbies ap- 
pear to be his family, and houses. Mar- 
ried twenty-nine years, Gross has four 
children. 

Besides his home in Waban, Massa- 
chusetts, Gross owns two other houses, 
one in Scottsdale, Arizona, and the other 
in Northport, Michigan. He likes to 
putter around their gardens. 

Gross feels that, by and large, TV has 
improved over the years, though he 
maintains that “the rush by sponsors to 
westerns is sheeplike.” It is an observa- 
tion typical of a Gillette executive. It is 
a solid, conservative company that knows 
its corporate advertising mind. It is a 
company, that more than most, is an 
example of the benefits of television 
advertising. END 


BRAND STUDY from page 62 


gional quality of brand distribution. In 
New York, Coca-Cola remained tops in 
recall and second in use. Hoffman moved 
from third to first in use between May, 
1957, and August, exchanging places with 
Pepsi-Cola. Pepsi remained second in 
recall. In Chicago, Coca-Cola moved 
from second to first in use and recall, dis- 
placing Pepsi in both categories since 
June, 1957. In Los Angeles, Squirt 
showed the biggest gain in recall, from 
fifth to first, reversing positions with 
Coca-Cola. Seven-Up did the same, push- 
ing into first in use and easing Coca- 
Cola into second place. 


Questions used in survey 

Findings in this survey in the three 
markets are based on the following ques- 
tions asked viewers: “What brands of 
[product category] have you seen adver- 
tised on TV during the last two weeks?” 
“Which did you use?” “Have you 
changed [product category] within the 
past six months?” (If yes) “What was the 
[product brand] that you used previ- 
ously?” 

The next survey will cover banks, 
cameras, cigarettes and desserts and top- 
pings. The study to be published in De- 
cember will include beers, breads, head- 
ache remedies and shampoos. END 
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SWEENEY from page 41 

me of you may have heard RAB 

unt executives talking about these 
»lans or the half-dozen other M=S plans 
that we have suggested in concert with 
Radio Advertising Bureau’s new policy 
of preparing specific programs for adver- 

rs not now making use of radio ex- 
ten ively, 

If I can use TELEVISION MAGAZINE’s 
rostrum for just a few paragraphs more, 
I'd like to endeavor one point: 

Out on the other side of the Hudson 
ire thousands of schemers and dreamers 
working for radio stations. They trans- 
late several hundred new ideas into 
action every day. 


Radio moves thousands with games 


fomorrow there will be 5,000 people 
oaming through City A for a treasure 
or 1,000 people sending wires to get their 

1esses in on a program’s mystery man in 
City B. 

Or there will be telephone circuits 
burned out in three AT&T offices in City 
C from an overload resulting from an 

udience game or offer. 

Chere will be 50 new jingles going on 
the air and 150 new copy platforms that 
rival in inventiveness what Madison 
\venue’s copywriters do at their normal 
daily creative pace. . 


For local advertisers and for them- 
selves stations are translating Mass into 
Showmanship. And usually for adver- 
tisers to whom $1,000 is a great deal of 
money. 


Stations can provide the flourish 


It’s easy to do, to get these people 
working out the extras that produce a 
Mike Todd flourish along with impact 
on 40-80% of all the families in a parti- 
cular market. 

How easy to do we'll be happy to 
show you. And since TELEVISION MAGa- 
ZINE’s publisher will probably be sending 
around someone with a rate card, I 
might as well include our telephone 
number: MU 8-4020, where we would be 
glad to whomp up a test idea for you 
without charge or obligation on your 
part even if you want to spend no more 
than $2,000. 

An idea we developed for a leading 
national advertiser will incidentally soon 
go on the air in a number of markets. 
This advertiser has a unique problem: 
He brings out a new product every few 
weeks or months. Your life may not be 
that difficult, or that interesting, but 
we'll be glad to develop a plan to suit 
your individual needs. All you have to 
do is say the word. END 
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RADIO WRAP-UP from page 31 


billing, and in some categories—notably 
automotive, beer, toilet requisites, 
transportation—it’s considerably ahead, 
(Transportation is expected to increas 
its spending, mostly due to spot cam 
paigns advertising jet service.) 

Although interpretation of RAB’s top 
fifty advertisers, then and now, is difficult 
to achieve, there being no comparative 
six-month basis, seven of the top ten in 
1958 are still on top this year. Those who 
dropped back—or out, altogether—did 
for a number of reasons. Lever Bros., for 
example, rated tenth in 1958 with a spot 
radio outlay of $1.9 million, doesn’t show 
up at all in the 1959 six-month report; 
the yellow of its Pepsodent gold went 
into TV spot, as did much of its alloca. 
tions for such new products as Good 
Luck and Dove. The Texas Co., which 
banked rather strongly on radio spot dur. 
ing its search for a suitable TV network 
property (see “The Crisis of Continuity,” 
May, 1959), curtailed radio to the extent 
of allowing radio spot to supplement its 
occasional TV specials. Texaco, sixth in 
1958, now stands thirteenth. 


Auto advertising expectations 


Another advertiser who may be ex 
pected to cut back radio spot expendi- 
tures is Ford Motor Co., last year’s second 
top spot spender with an RAB-estimated 
$5,000,000, and rated first place during 
the first half of this year with $3,250,000. 
While Ford cuts spot (to splurge in TV 
with Hubbell Robinson’s Startime-NBC 
series), other automakers, notably Ameri- 
can Motors (Rambler). General Motors 
(Olds, Chevy, Corvair) , Chrysler Corp. 
(Valiant, Dodge, Plymouth), all are step- 
ping up their radio campaigns. 

Another category returning in full to 
spot radio are the clothing and apparel 
manufacturers, seeking to reach the back- 
to-school crowd of young consumers. Na- 
tional Shoes, Howard Clothes and 
Robert Hall are blitzing teen-agers with 
spots tuned to rock ’n’ roll. 

Overall, seasoned observers expect no 
major changes in radio’s dimensions for 
the balance of the year, except to say that 
business is brisk. Radio, they say, has 
reached saturation; it can only grow “in 
depth”—that is, along multiple radio set 
levels, in automobiles, portable sets. Still, 
it won’t necessarily add to the number of 
people listening, nor will the omnipres 
ence of radio increase listening time. The 
average number of U.S. radio homes dur- 
ing the 18-hour broadcast day (6 a.m. to 
12 midnight) still stands at about 5,000, 
000. Peak listening hours remain 7-8 a.m. 
(6,500,000), 8-9 a.m. (7,655,000), 9-10 
a.m. (7,200,000), 10-11 a.m. (7,100,000) 
and 11 am. to 12 noon (6,400,000), 
whereupon women leave the home for 
their shopping rounds. END 
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Roy and June kibitz on Oswald’s 


Madcap antics by Grandpap and itz 
banjo pickin’ 


Bashful Brother Oswald. 


“Laughin’ it up!” A_ typical mo- 


Alabama Belles—Connie Ellis and a 
ment at “Open House. 


Melba Montgomery. 


Introducing. 
Roy Acuif 


OPEN HOUSE 


A brand new, syndicated telefilm series of 39 one-half 
hour shows, with ROY ACUFF—Master Showman and Un- 
disputed King of Country Music—as Host . . . and fea- 


The Fabulous Wilburn Brothers 
Blonde, Beautiful Miss June Webb 
The Riotous Smoky Mountain Boys 
The Open House Square Dancers 
Guest Stars Galore 


A Powerhouse of fast-moving Town and Country Music, Comedy and Dancing 


from Madison Avenue to Main Street! 


Here is the answer to the television fan’s recurrent plea for 
first-rate Country and Western musical fare. “Open House” 
packs more music into 30 action-filled minutes than any other 
syndicated show—is notable also for its freshness, gigantic cast 
and unusually high film quolity. 

*26:30 mins. actual time 


AVAILABLE TODAY! 
pee en HONE 


ACUFF-ROSE ARTISTS CORP. 
P. O. Box 9157—2508-B Franklin Road 
Nashville, Tennessee Cypress 7-5366 


Sales Representatives 
John T. Link, Nashville, Cypress 7-5366 
Ben Berry, Chicago Central 6-1805 


seeeeeeeeMAIL COUPON ee 
Acuff-Rose Artists Corp. T ' 
P. O. Box 9157—2508-B Franklin Rd., Nashville, Tenn. 


OC Is the ‘Roy Acuff Open House” telefilm series still avait- 
able for this market? 


CO Please furnish us complete information about ‘‘Roy Acuff’s 
Open House.” 


( May we see an audition print of ‘‘Roy Acuff’s Open House’’? 
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NEW APPROACH TO RADIO from page 67 
in the local universities—news, but only in a special 


» round out his group, Salas bought xEoy-FM. It is a 
on in the American FM tradition; it presents classical 
ic, and has an obvious appeal for the more intellectual 
ng the city’s listeners. 
iterestingly enough, Salas presents only a minimum of 
on his stations. This contrasts sharply, of course, with 
\merican formula of five, ten or fifteen-minute news 
sments heard every hour on the hour. Salas gives news 
ies as they occur during the morning, but sets no reg- 
periods aside as we do here. In the afternoons on 
Radio Mil, he also presents news flashes. These are directed 
hose among its listeners who are executives and are 
inch, 


A growing interest in news in Mexico 


alas does not believe that Mexicans are as concerned 
it international events as we are in the United States. 
notes however, that interest in news is growing; as a 
step, he is starting a ten-minute newscast at noon on 
lio Mil; it will be broadcast from such local clubs as 
ry, Lions, Junior Chamber of Commerce and others 
re businessmen dine. On this news broadcast he will 
orialize, too. 
lo Salas, it is the selection of the music that is all im- 
ant. He does not use disk jockey personalities. He 
stantly checks the musical tastes of his listeners. 
means of an arrangement with 300 music stores in 
city he is furnished with a list of best-selling music. 
turn, he promotes the sale of their records to his listen- 
\mong the derivative programs of this arrangement 
Hit Parade,” broadcast every two weeks over Radio 


Originating from his tie-up with music stores is a series 
lubs. One is the “Friends of the Record Library of 
dio Mil.” Another is the “Friends of the Little Barrel,” 
aural symbol for Radio Sinfonola. Still another is the 





radio operater Salas (right) owes his use of mechanized en‘eriainment to America. He does not use disk jockeys, however, but checks music stores to get buying trends. 
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“Stork Club” which is for Radio Femenina listeners. The 
total membership in all these clubs is between 150,000 and 
200,000. 

These organizations offer their members certain priv: 


leges. Those interested in music get discounts on records} 


They can also receive a magazine which prints many of 
the lyrics to the popular melodies. Those interested in 
sports get discounts on tickets to various sporting events, 
The Stork Club makes available to members doctors’ assist: 
ance to expectant mothers, medical advice and discounts 
on vitamins. xEOy-FM listeners can get discounts on classical 
records. These clubs are, of course, of great value to Sala 
il promoting his stations. 

But Salas has found an even more direct way of selling 
the Formula R.M. group. He gives awards. The Motion 
Picture Academy has its Oscars, the Television Academy its 
Emmys and Salas has his Kangaroos. (He selected the 
kangaroo for an award-symbol because it covers ground 
by leaps and bounds, not by mere steps.) 

Among the Kangaroos presented are those for artistic 
and cultural achievement in such fields as the theater, mo- 
tion pictures, art, music, entertainment; also for civic 
excellence. This month, an award will be given for window 


dressing on the Plaza Reforma, Mexico City’s Fifth Avenue.§ 


Over sixty per cent of advertisers use discounts 


As might be expected, the Salas stations reach a wide 
variety of listeners. Because of that reason and because he 
allows a 15 per cent discount for buying the five stations, 
sixty per cent of his advertisers buy the group. An even 
larger percentage of his sponsors buy four stations, exclu- 
sive of XEOY-FM. 

The majority of Salas’ clients are beers, soft drinks and 
soaps, among the most active advertising categories in 
Mexico. They advertise in large numbers on Radio Mil 
and Radio Sinfonola. Radio Femenina sponsors include 


baby foods, sewing machines and materials, vitamins and§ 


restaurants. 
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A PRIME EN EL CUADRANTE 0 KILOCICLOS 


RADIO STUDY NO. 29: MEXICO 

















Each of the five stations in the Formula R.M. group is aimed at a specific audience: 


Salas sells his station for students by emphasizing the in- 
fluence of teenagers in the home, though most of their pur- 
chases are not directly made. But he also cites products 
they buy directly such as refreshments, chewing gum, books, 
clothes. Many manufacturers of these products use the out- 
let. Among clients of XEOY-FM are imported wines, sports 
cars, record stores and real estate developments. The last 
sponsor category has been especially successful in selling 
property through his station. 

By American standards, spots on Mexican radio are cheap. 
A forty-second spot on Radio Sinfonola costs $2.00; a thirty- 
second spot on four of the Salas stations (exclusive of 
XEOY-FM) costs $6.40; on his five stations $7.60. He gives a 
discount of approximately 20 per cent for a 52-week cam- 
paign buy. 

Mexican radio sells its spots in five, ten, twenty, thirty 
and forty-second lengths. Between four and eight spots are 
presented between each record. Naturally advertisers are 
forced to use many more spots to make an impression on 
listeners. 


Competing stations are comparable to a network 

The 39-year-old Salas is competing in a market which 
has more radio stations than New York City—28 AM and 
nine FM. It has two major stations, XEw and xEQ, which are 
comparable to network outlets; they can and do form a 
transcription network of 80 stations for sponsors who wish 
national coverage. These two stations, owned by Emelio 
Azcarraga, still dominate the market. 

But independent radio is cutting into their position. Not 
so very long ago, xEQ and xEw together had an audience 
share of 52 per cent; now their share has declined to 36 per 
cent. The Formula R.M. Group, the Salas stations, during 
this time has doubled its audience from seven and a half 
per cent to 15 per cent. 

Before Salas, who has been on the scene ten years, inde- 
pendent radio was a family affair; papa was the manager, 








students, 
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middlebrows, intellectuals, housewives, and the masses, as this mailer shows. 
mama handled the books, the children and assorted relatives 
and friends were producers, engineers, announcers, sales- 
men and whatever else was needed. These stations sold 
programs, not spots. They played records but only in the 
very early hours when they believed listening was at a 
minimum; they didn’t want to diminish the prestige of their 
stations. Frequency discounts were not given. Radio re- 
ceived a minimum of promotion. 


Salas’ promotion promotes others also 

Besides his other changes, Salas knew the value of strong 
promotion. And he made it serve a twofold aim: to make 
noise for the station, but to do a job as well for those com- 
panies who allowed their facilities to serve as his promo- 
tional platform. For example, he surveyed the taxi drivers 
of Mexico City and found that their greatest complaint 
was that fares slammed doors. Salas then created a slogan, 
“Don’t Slam the Door—Listen To Radio Mil,” which was 
used on cab cards and played on the station. Supermarkets 
were used as the scene of recordings made of the voices of 
listeners. Those among them who recognized their voices 
were given prizes. 

Salas prints the program for his FM station, as do many 
FM stations in the United States. His program has a circula- 
tion of 15,000 which has led him to conclude that his FM 
audience is about 60,000. He has also distributed a survey 
to listeners which has furnished him with some extremely 
important information about their characteristics. 

The dynamic Latin-American radio operator is. still 
planning for the future. He would like to buy two more 
stations. One will be a sports station, but he hasn't made up 
his mind about the other. His plans, certainly will include 
records. They always have. 

Whatever happens, it’s clear that Salas’ operation, based 
on a refashioning of American techniques, is now worth 
study by his American mentors and all those looking for 
revolutionary ideas in programming and promotion. — END 





























































A NEW 
STANDARD 
OF MEASUREMENT 


: he more even distribution of shares of audience among 
the three networks raises some important questions 
bout the buying and selling strategies of television station 
time today. The days of buying and selling by the numbers 
ire fading fast, as less and less stations retain any great 
lominance and size of audience leadership. 

[he new competitive emphasis will be on quality rather 
than the tonnage principle of number of impressions. 
Media buyers, becoming aware of this growing equality of 
competition when it comes to numbers, will be seeking out 
the qualitative advantages of each station, a standard of 
measurement rarely used in the past. This may well call for 
onsiderable reorientation in media policy. 

[t will become more and more incumbent upon networks 
und stations to deliver this qualitative data, reflecting one 
of the most powerful and healthy influences yet exerted 

n television advertising. 
[he day rapidly is drawing near when those who pur- 
jase media will analyze stations and networks the way an 
idvertising manager for a large chain of retail stores, with 
hom I had lunch not long ago, analyzes newspapers. He 
spends a good part of each day going over every aspect of 
general makeup of a paper: the type of advertiser, the 
ice levels of the merchandise advertised, the quality of 
sports section, the woman’s page and basic editorial 
uppeal of the newspapers in the cities where his stores 

idvertise. 

Che country’s television stations will be facing the same 
kind of scrutiny as the agencies give their timebuyers 

re latitude in selection. The pressure will be on station 

resentatives to have much more information on their 


clients’ programming structure and types of advertisers. 

Perhaps it is this last piece of information—the type of 
advertising on a station—which makes the work of the Na- 
tional Association of Broadcasters’ Television Code Review 
Board increasingly significant. In the eyes of media buyers 
analyzing qualitative factors, stations that adhere strictly 
to code policies make better vehicles for carrying most 
advertising. 

I must say, though, that I do think when the Board issues 
an edict banning telecasts of a commercial or threatening 
withdrawal of the Code Seal of Approval, it is getting into 
a very dangerous area, almost touching on censorship. The 
Board then faces a very real problem in that a few must. 
decide what is in good taste, and what is not. One could 
well ask “Why ban Preparation “H” (after all, hemorrhoids 
have become quite fashionable as of late), while not doing 
in our friends in the liver bile or deodorant business?” 

I think the Board can be most effective in its recent and 
constructive report on types of offensive commercials and 
what to do about them. Continuing reports by the Board 
evaluating questionable commercials and practices in this 
new era of “quality” should be sufficient for responsible 
broadcasters. 

There will always be stations as there are publications 
who are more interested in the “fast buck” and care little 
for the image of their medium. 

Certainly the recent pronouncements of the code review 
board are bound to have some influence on the qualitative 
analysis of stations in the future . . . and those stations who 
go their own way will undoubtedly suffer in terms of the 


Sid bgt 
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to Houston. . . The vast, dynamic Oil, Gas, and Petro-chemicals 


industries have made Texas’ largest city the “Oil Capital of the 
World.” Their presence is vital to the spectacular Houston economy .. . 
supporting an important share of the city’s families. 
Vital to Houston also is the service KTRK-TV brings to all 
of the Houston families who depend on us in ever 
greater numbers for news, public 
service and family entertainment. KTRK-TV Channel 13 
THE CHRONICLE STATION 


P. 0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC + HOUSTON CONSOLIDATED TELEVISION CO. « NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., 500 FIFTH AVENUE, 
NEW YORK 36, N. Y. » GENERAL MANAGER, WILLARD E. WALBRIDGE; COMMERCIAL MANAGER, BILL BENNETT. 





The expressive flamenco...one of the 
more difficult and beautiful of stringed 
instruments! For certain, it takes a 
“quality touch” to capture the full 
range and challenging aspects of this 
vivid instrument. To capture the 
admiration and attention of the 
television audience also demands a 


“quality touch"! 


Represented by 


The Original Station Representative 





0 U5 See 


Pes 
‘ *. ea 


2 aRtas 
S Ser 








TELEVISION 


abc g channel 8 @ dallas 


T 
arket 
Serving the greater DALLAS-FORT WORTH market 
ow Ge 
TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
ew pr 


